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IRWIN'S 


NEW AUGER BIT and SCREW 


DRIVER CATALOGS i 
ARE READY FOR YOU 


We want every independent hardware dealer to have 
copies of our new Auger Bit Catalog No. 4! and our 
Screw Driver Catalog No. $D40. 


Both are beautifully printed in colors and include many 
new items that you should know about. 


All that you have to do to get your FREE copies of 
these new editions is to fill in and mail the coupon below. 


Why not do it now while it is fresh in your mind. 


THE IRWIN AUGER BIT COMPANY 
Wilmington, Ohie, U.S.A. 


Gentlemen: Please send us FREE of charge, copies of your Auger 
Bit Catalog No. 41 and your Screw Driver Catalog No. SD40 as 
indicated below. 


Check here for Auger Bit Catalog No. 41 = 
Check here for Screw Driver Catalog No. $D40 C 
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BOSS rec: « BIC Plus 


in VOLUME and PROFITS on 
ROOM HEATERS, OVENS, STOVE PIPE 


OA-2J. 
HEATER-COOKER, 


with two ‘'Top- 


Speed"’ Long Chim- 

ney Burners. It 

Heats, Cooks, and 
Bakes with an 
Oven 





BOSS HEATER-COOKERS 
HAVE PLUS SALES APPEAL 


All the heating efficiency of or- 


dinary single use heaters. MECCA LUSTRE, POLISHED BLUE STEEL STOVE PIPE AND FITTINGS 
PLUS—usefulness every day in (Manufactured 


the year. only by 
THE : 076M Collar Reducers. 
HUENEFELD 
COMPANY) 


6” Long End Ad- as ‘ 
ivstable Elbows MADE-UP STOVE PIPE . 
Made-up and Wrapped Ready to _ é 
Hand to Customer. 
67MO Outside Flue 
Reducers. 


FAMOUS BOSS GLASS DOOR OVENS 


OB-51J 
HEATER- 
COOKER 


with one ‘‘Blu- 
Hot" Adjustable 
Wickless Burner. 
1) Heats, Cooks, 
and Bakes with 
an Oven. 








THE HUENEFELD CO., CINCINNATI, OHIO 


Makers of BOSS Stoves, Ranges and Heaters 
with Top-Speed Long Chimney Burners and Blu-Hot Adjustable Wickless Burners 


TOP-SPEED 
~ BURNER “ 
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THE YALE G-161 


AUXILIARY LOCK MERCHANDISER 
You Buy Six SELLING Locks — DISPLAY BOARD WITHOUT CHARGE 


Every one of the locks displayed on this eye-compelling merchan- 
diser is a fast-selling number in its own right. But shown against 
this brilliant silent salesman, they move even faster. 

Finished in brilliant crimson, gold and blue—the board adds a 
definitely decorative touch. But more than that, it sells. Nor is 
this theory. . . it’s fact. 

No experiment—the G161 Merchandiser has proven that its dra- 
matic color effect draws the customer’s eye ... a real sales stimu- 
lator. The name YALE does the rest. 

Cash in on this unbeatable combination. You buy only the locks 
on display—sell them at a good profit. The board is yours without 
charge. Act now—order the No. G161 from your wholesaler today. 


e THE NAME YALE HELPS MAKE THE SALE « 


THE YALE & TOWNE 


SEPTEMBER 19, , 1940 


MANUFACTURING CO. 
STAMFORD CONN., U.S. A. 





















MERCHANDISER 


25% x 8- -M 
—brackets Ounted on fr, 





a 47. 
inipeceee Retail | Prices} 0 





Hardware Age, published De other Thursday by Chilton Oe. (ne), ‘Publication ofte . 
i2nd 8t., New Entered aa second-class matte 
$1.00 per year. “Single este 15e each. Vol. 146, No. 6 


Chestnut and S6¢th R8ts., 
r, March 24, 1933, at the Post Office at Philadelphia under the Act of March 3, 1879. 


Philadelphia, Pa 


G161 AUXILiaRy LOCK 


Permit ie blocks 
to revolve, 
iliary Locks 
‘A and 21, 
0 to $2.00, 


B ditorial oa Executive office, 109 rm 
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SOMETHING WORTH THINKING ABOUT 


MORE THAN 35,000 FARMHOUSES 
BUILT BY THE U. S. FARM SECURITY 
ADMINISTRATION HAVE BEEN 
PAINTED WITH PURE WHITE LEAD 
PAINT— BECAUSE OF ITS OUTSTAND- 
ING ECONOMY AND DURABILITY. 


TO HELP Fill All DEMANDS 

FOR WHITE LEAD PAINT, 
MANUFACTURERS IN 

SOME LOCALITIES ARE i 

NOW OFFERING PURE 
WHITE LEAD PAINT 

PREPARED READY-TO- 

USE —IN WHITE AND COLORS —iIN 
POPULAR SIZE CONTAINERS. 





MOST OF THE GREAT ARTISTS 
FROM THE OLD MASTERS TO 
MODERN TIMES HAVE USED 
PURE WHITE LEAD PAINT— 
IT LASTS SO LONG WITHOUT 


CRACKING! 








MOST BIG GALLONAGE JOBS 
ARE GIVEN TO PAINTING CON- 
TRACTORS. THEY ARE THE 
PAINT DEALER’S STEADIEST 
CUSTOMERS... YOUR BIGGEST 
VOLUME BUYERS. 


MR. AND MRS. AMERICA — BY THE MILLIONS — 
ARE BEING “SOLD” ON WHITE LEAD’S MANY 
ADVANTAGES BY ADVERTISING IN LEADING 
NATIONAL MAGAZINES. 


P.S e=/N RECOMMENDING PAINTS TO YOUR 
CUSTOMERS IT’S A SAFE RULE TO SAY: THE 
HIGHER THE WHITE LEAD CONTENT, THE BETTER 





THE PAINT! 


LEAD INDUSTRIES ASSOCIATION 


420 Lexington Avenue 
New York, N.Y. 
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Most Complete Line... ye oa) 


ADVERTISING 


. wl 
r UMER 
Built by Industry's Leader 7 pra Such as These 


FOR 1941, F & N covers every price 
and quality bracket with better val- 
ues for you and your customers. 
The assortment is so complete—the 
values so outstanding—you can fill 
all your lawn mower needs to better 
advantage from this one line. 


THE F &N LINE is much broader and 
greatly improved for 1941. The 
Sheffield is a typical new number. 
It’s a streamlined, pressed steel 
mower with many advantages—and 
it sells at a popular price. 


THE DELUXE MARATHON, with zinc 
alloy die-cast parts, 1/3 lighter, is 
again the top-quality number. This 
mower, illustrated here, was the 
sales success of the year in the qual- 
ity field. With the price lowered— 
but the same unusual margin of 
profit available to you—the Mara- 
thon will be an even bigger sales 
success next year. 


ASK YOUR JOBBER about the com- 
plete F & N program for 1941. Book 
your futures now and be protected 
against possible price increases later. 


THE F&N LAWN MOWER CO. 
Richmond, Indiana 


EXTRA SPECIAL F&N 
ADDITION FOR 1941 


Get full information about the new F&N 
SHEFFIELD—a streamlined, pressed 
steel mower. It’s a fitting companion for 
the Marathon and all the other fine 
mowers in the complete F &N line. 


See What F & N Offers Before You Book Your Lawn Mower Futures 


LANCED 
AUTIFULLY .BA 
BE om STREAMLINED 


$s GIVE 
DIE. CASTING 
MACHINE PRECISION 


KABLE ZINC 


REA 
UNBREAK AO IGHTER 


ALLOY, 1 


ASY 
yTs EXTRA E 
. AND QUIETLY 











Make Temperature and Weather 








Concentrate on One Line of Thermometers and Weather 


Instruments this Fall and Winter! 


THE TAYLOR LINE... more items...more 
models than ever before...a wider 
range of attractive prices! 


xX another fall and winter season begins, with Christ- 
mas buying not far off, decide to boost your ther- 
mometer and weather instrument sales with this one 
best-selling line. If your customers want household 
thermometers, you can supply what they need for room, 
kitchen, or window in a wide range of prices and many 
attractive models—from the Taylor line. 


instrument—in the Taylor line. 


If they want smart, modern, practical gifts for a 
member of the family or a friend, you have an answer 
for every one in the Taylor line. Because the Taylor 
line is complete. And Taylor products are tested, tried 
and proved. Every item retailing for $1.00 or more 
carries a 5-year Guarantee of Tested Accuracy. Every 
one carries the Taylor name that stands for ‘‘Accuracy.” 

Your distributor will give you full information on all 
Taylor Thermometers and Weather Instruments—and 
on store selling helps. Be sure your stock is complete in 





id 


If they’re interested in weather, (and who isn’t?) ... 
if they are keen on motoring, hunting, fishing or hiking 
..-you will have the one right thermometer or weather 


No. 2068-C... Taylor Auto Altimeter 


RETAILS AT $5.00*.. . The big, brand-new thrill for car drivers. Tells with amazing 
accuracy how high the hills are and how deep the valleys. Handsome brown walnut 
plastic case with chromium trim. Fully adjustable bracket for easy mounting 
(takes only 60 seconds) anywhere in car. Ranged to 5000 feet in 100-ft. divisions. / 
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No. 5452... Taylor 
Maximum-Minimum 
Window Thermometer 

RETAILS AT $7.00*... An ex- 
citing weather reporter. Tells 
highest and lowest tempera- 
tures since last setting, plus 
present temperature. Brass 
scale and frame. $8.00* in 
stainless steel. 


6 





No. 5314... Taylor 
Adjustable Window 
Thermometer 
RETAILS AT $1.25*... Has 

ball-and-socket bracket. 


time for cold weather sales and the Christmas Gift 
Season. Taylor Instrument Companies, Rochester, 
N. Y., and Toronto, Canada. 


$6.00* model is ranged to | ff 
10,000 feet in 200-ft divisions. 





No. 2280-F... Taylor 
Fisherman’s Barometer 
RETAILS AT $5.00*.. . Tells when they bite—and tells it right, 94% of the time. 
Green plastic case (3!4” in diameter), unbreakable crystal—packed in handy 
carrying case. A ‘“‘must have” for every real fishing fan. Companion Taylor Fish 
Finder Thermometer (retailing at $1.00*) locates the cooler waters where the 
“big ones”’ are. 





No. 5928... Taylor Bake 
Oven Thermometer 
RETAILS AT $2.00*.. . Packed 
in recipe box. Carries Good 

Housekeeping Seal. 


No. 5908... Taylor Candy 
and Jelly Thermometer 
RETAILS AT $2.00*... Has 
3-times-easier-to-read Binoc 
Tubing. Inexpensive model 

(No. 5916) $1.00*. 


No. 5304... Taylor 
Outdoor Thermometer 
RETAILS AT $2.00*. . . Simple, 
good-looking design in two-tone 
enamel. Stainless steel, weather- 

resistant bracket. 
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' | PAY YOU MORE PROFITS! 





























No. 2269-C... Taylor Fairmont Combination 
Stormoguide 





No. 5538... Taylor Hampton No. 5610... Taylor Baby Bath 


Humidiguide 


RETAILS AT $2.50*.. Tells both RETAILS AT $.75*... Shows tem- 
humidity and temperature. perature while floating in bath. 
Clever decorations in blue for 


“Thermometer 


“hime” and pink for ‘‘hers.” 





No. 2287... Taylor Fleetwood 
Baroguide 


RETAILS AT $5.00*.. . Very attrac- 
tive desk model. 5’ long by 4” high. 
Blue plastic case with white plastic 
base. Or cream case and striking red 
base. Or green marble case and 
white base 
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No. 2510... Taylor Wall-Type 
Wood Case Baroguide 
RETAILS AT $5.00*... Silvered 
metal dial with black figures 
and weather words. Mahogany- 
finish case. Movement equipped 
with revolving altitude adjust- 

ment up to 3500 feet. 


RETAILS AT $10.00*. 


harmonizing two-toned 


No. 2289... Taylor Fairmont Junior 
Combination 

. . Barometer, hygrometer 

and thermoguide. Forecasts weather and accurately 

indicates humidity and temperature. Handsome 

black plastic case trimmed with chromium bands... 


figures ... simplified forecasts. 734° wide by 5" high. 


*Prices slightly higher west of the Rockies and in Canada. 


RETAILS AT $15.00*...This attractive combination barome- 
ter, hygrometer and thermometer can be justly called the 
home Weather Bureau. It forecasts local weather condi- 
tions twelve to twenty-four hours in advance and answers 
all questions on humidity and temperature. New automatic 
signal device tells at a glance whether the barometric pres- 
sure is rising or falling. Cased in ivory plastic with gold- 
finished trim and two-toned gold-finished dial. Or in walnut 
plastic case, No. 2269-W, also $15.00*. 





No. 5936... Taylor 
Roast Meat 
Thermometer 
RETAILS AT $1.50"... 


No. 5109... Taylor Wall No. 5546... Taylor Ashton 
Thermometer Thermoguide-Humidiguide 


RETAILS AT $1.50*... Smartly RETAILS AT $1.00*... Inexpen- For roasts done to “the 
modern gold-finished scale on sive but accurate. White plastic turn that tempts.”’ Com- 
ivory or walnut wood back. ease plete with 


skewer. 
Carries Good Houre- 
keeping Seal. 





. 

No. 2906... Taylor No. 5357 ... Taylor 

Showay Compass Standing Thermometer 
RETAILS AT $.50*... An RETAILS AT $1.00*... Very 
inexpensive, accuratecom- attractive. Handsome two .- 
passin walnut plastic case. toned gold scales and frame 
Float-type aluminum dial with sturdy imitation ivory 
with jeweled brass cap. bage. It’s easy to read... only 


4 high. 


No. 2288... Taylor Dorset Pendant Baroguide 
RETAILS AT $7.50*.. . Mahogany-finished frame. Thermometer 
has matching Permacolor tube. Baroguide movement fitted 
with revolving altitude adjustment up to 3500 feet. 





silvered dials with black 








Famous Fleets that COUNT ON COLUMBIAN.... 











































Above: A Pan- % 
ama Pacific liner E 
in the U.S. Lines’ ( 
intercoastal serv- 


ice, docks at 
Havana. Above. 
left: The steam- 
ship Washington, 
famous U 5S. 
Lines ship. 


Left: The new 
liner S. S. Amer- 
ica uses Colum- 
bian Manila 


Rope. 


Owning and opergting a fleet which includes the three larg- 
est American flag merchant vessels, the United States Lines 
and its affiliates occupy an important role in the transporta- 
tion of American cargoes and travelers . .. The blue Spread 
Eagle houseflag is familiarly known in the ports of Europe, 
on both coasts of the United States, in the West Indies and 
Central America, in the Antipodes and the Far East .. . And, 
like so many American steamship companies, United States 
~ Lines is an extensive user of Columbian Manila Rope. This 

QUALITY , sturdy, quality-controlled rope has earned a reputation for 
5 seeing jobs through under all conditions. Its exclusive lubri- 
cating and waterproofing process makes Columbian easy to 


ee ) handle and more resistant to decay. 
every step of the way ) COLUMBIAN ROPE COMPANY, Auburn,”’The Cordage City,” N. Y. 


COLUMBIAN tics: ROPE 
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ne from Business 
VER. Incomes of 1149 Carex: 1100 Representative F Farms 
| _— Reports of Agricultural Colleges 


| 
| 
HIGH FARMS pang’ | 







: Net Income 
303 TE ; Income _ Capital 
Top-ranking farms pon on ws om = $29,820 $1,470 
t income per year, = Extension | $35,530 $4,012 ‘121 1,045 
$652 - according 0 Reports 0° | has al 36,356 5,670 pene 1,186 
e "Farm Business Jleges. | Mlinois...----- Y 2,431 19, a 
Servic A ricultural Co g : _.. 24,665 10,884 
9 Mid-western g Indiana..---- 95,094 3,955 “in 137 | 
Ohio pie gee eee 91,898 2,617 pers 123 | 
| Nebraska..---- 10,013 1,451 1, 


1,301 
| Wisconsin. oo ew ’ 


’ 321 
’ ’ 
— - = 





| Sure Helped Boost My Income”’ 


declares H. J. Grunewald 
Blairstown, lowa 


““My 1939 net income from this farm,” 


states Mr. Grunewald, “ranked among 


the highest in a group of 165 similar 

ni farms in this section. That’s according 
HH " to the figures compiled by the State 
Agricultural College. Lots of good 

woven wire fence sure helped, and I 


believe all the top-ranking farmers will 
tell you the same.” 


to Build BETTER BUSINESS 


tomers 
. become better cus 
ke more money - king advantages 
S help farmers ma ‘ns money-ma 
Good woven wire omar Farm Business Reports — demands lots of stock-tight 
weil Agricultural pape ATING crops and livestock. soundly established on farms 
ING and lity reputation is ted — these 
of DIVERSIFY! fence. Its quail y ed, easily erec 
RAND Ien me-Test 
eget —" noaieanneste copper- we = all identified by “THE FENCE 
from coast to cme RED BRAND easier to sell. They 
make 
superior features 


AINTED RED.” NE STEEL & WIRE CO. 
WITH THE TOP WIRE P ints e Peoria, I!inois 





RED BRAND Fence 
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“SALES MAGNET" 
FLASHLIGHT AND BATTERY DEPARTMENT 


Handsome, distinctive, deserving of the best counter location in 
the finest stores — RAY-O-VAC proudly presents the new molded 
plastic SALES MAGNET. A complete flashlight and battery depart- 
ment, it features RAY-O-VAC’S new “Z” line of lights — 6 styles, b 
heavily chromed and prefocused. In addition it displays 4 sizes of 
flashlight batteries, including RAY-O-VAC’S famous leakproof 
cells. See your good friend, the jobber salesman! 


RAY-O-VAC COMPANY 











MA ee ee. Oe W:1.$8 (© @ gat & 
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U-S-S ROOFING AND SIDING SHEETS 


Available in a complete line 
— including Corrugated, V- 
Crimped or Flat—in galvan- 
ized standard open-hearth or 
rust-resisting Copper Steel. 
Full size, full weight. Care- 
fully rolled — squarely cut — 
evenly galvanized. Complete 
accessories are available for 
all types. 





U-S-S STORMSEAL ROOFING 


Gaining popularity with 
farmers every day. No won- 
der—it gives farmers all the 
money-saving advantages of 
steel plus a special, patented 
leak-proof over-lap that is a 
match for the worst weather. 
Handy samples are available 
to help you demonstrate how 
StormSeal keeps out wind, 
rain and seeping moisture. 














POINT TO 
THIS MARK 


— and customers 
will know you handle 
a superior line 


of roofing 


HERE is one quick way you can point out to 

customers that you sell sheets of unquestioned 
quality. Show them the U-S-S trade-mark. For it tells 
your customer that the sheets are made by a reliable 
manufacturer—that you handle a quality line. 

It will pay you to get in touch with your jobber at 
once and arrange to put in a stock of these sheets. 
There is a rapidly growing trend toward the use of 
steel for roofing. Cash in by having an adequate stock 
of the kind of steel sheets that you can be proud to 
sell. U-S-S Roofing and Siding Sheets are full weight, 
evenly cut and heavily galvanized by scientific pro- 
cesses that insure lasting protection against time and 
weather. Call or write your jobber. He’ll give you full 
information, help you select the proper stock and give 
you prompt service. 


SALES HELPS —there’s a wealth of material available to 


help you sell more roofing sheets, fence and a lot of other steel 
products for the farm. Booklets, folders, signs and many other 
practical sales-builders. Ask your jobber—or write us. 


OFING and SIDING SHEETS 


CARNEGIE-ILLINOIS STEEL CORPORATION, Pittsburgh and Chicago 
AMERICAN STEEL & WIRE COMPANY, Cleveland, Chicago and New York 
COLUMBIA STEEL 


COMPANY, San Francisco 


United States Steel Export Company, New York 














STOCK THE BRAND 
IAT’ecY DEMAND 


“3-IN-ONE” OIL OFFERS YOU 
A HANDSOME PROFIT, T00 


It pays to stock a well known, established item 
that is backed by year ‘round advertising design- 
ed to SELL. “3-IN-ONE” has been a name synony- 
mous with the finest in household oils since the 
era of the tandem-bike, since 1894. It is promoted 
on the Radio coast-to-coast, and in a long list of 
magazines throughout the year, keeping the 
name “3-IN-ONE” always fresh in the consumer's 
mind ... acquainting him with the many uses for 
“3-IN-ONE” Oil, both REGULAR and HEAVY BODY. 
REGULAR “3-IN-ONE” Oil is a thinner, more pene- 

oC 4 [ cl " 0 hy E ste trating lubricant that is ideal for sewing machines, 
carpet sweepers, tools, locks, hinges, roller skates, 

oO t L guns and fishing tackle, while HEAVY BODY “3- 

~ LUBRICATES — 


IN-ONE” is designed for heavier jobs. 
CLEANS — POLISHES 
PREVENTS RUST & TARNISH 
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STOCK BOTH THE REGULAR AND 
HEAVY BODY TYPES OF “3-IN-ONE” 


HEAVY BODY “3-IN-ONE” Oil is of the same fine quality as Regular 
“3-IN-ONE”, but made tougher and heavier to meet the lubrica- 
tion requirements of heavier machinery and appliances such as 
electric refrigerators, washing machines, vacuum cleaners, electric 
fans, electric ironers, lawn mowers, cream separators, tractors, 
bicycles, small electric motors, and shop equipment. 


THE A. S. BOYLE COMPANY 
DISTRIBUTORS — JERSEY CITY, N. J. 












“3-IN-ONE” OIL 
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THE SENSATIONAL WEW OAISY 


1600-SHOT 








Red Ryder's OF FI- 
CIAL name, brand 
on stock ties-up 
with all movie, 
newspaper, maga- 
zine publicity! 












LEATHER 
THONG 


GP HNOTTED 
70 CARBINE, 
RING 












PACKED IM THIS BIG HANDSOME CARTON 


FEATURING: 


Carbine Ring! Red Ryder Carbine is the first air rifle having 
a genuine Western Style Carbine Ring anchored in jacket! 


1000-Shot Repeater! The first 1000-shot repeating 
Carbine in air rifle history! 


/ © 
Golden Bands! The first and only Daisy with Golden Y BO y- [ A NM. 12) 0) )—) YAY y 
Bands ..on muzzle and hand-hold , . . symbolizing , ) "= 
“The Golden West!" 
Red Ryder Branded Stock! Red Ryder's official 
signature, picture, and horse “Thunder” are all 
branded into Carbine Stock! 
Lightning Loader! The only 1000-Shot Daisy 
with Lightning - Loader Invention—best sales 
feature ever put on an air rifle! \! 


Longer Gun Barrel! Red Ryder Carbine 
barrel is 3 inches longer than Daisy's ~ 
original 500-shot Lightning-Loader 
Carbine! 


Full Length Hand-Hold! Long, 
super-husky, semi-curved authentic 
Carbine Hand-Hold. 


Carbine Style Cocking- 

























Introduced only last April, Daisy’s new 1000-shot RED RYDER CARBINE 
quickly became the fastest-selling air rifle in 54 years--AND will be your biggest 
seller this Fall BECAUSE—in addition to having the greatest array of mechanical sales 
features ever seen on any Daisy -RED RYDER CARBINE enjoys these three power- 
ful, nation-wide publicity promotions: 


Red Ryder Newspaper Strip! America's favorite western cowboy comic strip 
appears in more than 550 daily and Sunday néwspapers every week ... is eagerly 
read by millions of air-rifle age boys. Red Ryder and his CARBINE are already 
nationally-known. 


BS 
i Bi Red Ryder Moving Picture! “The Adventures of Red Ryder,’’ new movie serial pro- 
ey = duced by Republic Pictures Corporation, will be seen 6n the screens of America’s theaters by 
LTS @ millions of kids this Fall and Winter! 


3 Biggest Daisy National Magazine Ad Campaign in 54 years! Aji leading comic maga- 

zines and juvenile publications starting September 1 will carry big, full-page RED RYDER CAR- 
© BINE ADS all Fall and Winter in Daisy's biggest, most thrilling advertising campaign! This 
nation-wide RED RYDER publicity in the movies, in the newspapers, and in national magazines, plus 
the most beautiful, authentic and brilliantly-engineered Daisy ever produced, assures you of bigger Fall and 





Lever! Authoritative Carbine Winter sales on ALL Daisy Air Rifles than ever before. Cash in! Ask your Jobber or write direct—but Aurry! 
LEVER as used on Western 
Carbines. CHECK YOUR STOCK! 


Look over your air rifle stock NOW. Write 
your Jobber—or Direct—for new Display 
Rack, Catalogs, Posters, Literature 
FLASH! Daisy's new OF FICIAL SUPER- 
MAN KRYPTO-RAYGUN Picture 
Projectors, Target Buster Game, Targeteer 
Pistol Outfits, etc..—now ready! Write! 


SELL DAISY BULL’S EYE SHOT 


The only nationally 
Y advertised shot for aN 

Air Rifles. Now made, 

guaranteed by Daisy! 


Daisy's biggest seller in 1939—the 
original 500 Shot Carbine, featuring 
Lightning Loeder Invention. Adjust- 
able Double- Notch Rear Sight. 














Retails at 




















= Buzz Berton 


Double Barrel 100. Shot Re- ial. Telescopy 
$5. type Sights. Retails at $2.25 


peater. Retails at . 0° 









60 -Srot Buc 


\ ‘ ial 
Retails at a mers tr) 


















Ask point paneer direct to 
DAISY MANUFACTURING COMPANY, 239 UNION STREET, PLYMOUTH, MICHIGAN, U.S.A. 
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when it comes to installing 


the No. 900 Door Set 


It takes only 3 hours! 
t in National No. 900 Door Set is unique in 


this respect. The doors are furnished fully 
glazed and with most of the hardware already mounted in place. This mod- 
ern method facilitates speeding up installation, which can easily be accom- 
plished by any carpenter in only three hours’ time on any standard size set. 





All hardware is mounted on the inside 


Another advantage of this idea of mounting the hardware in place on the 
doors is that it assures perfect alignment saad smooth- -working coordination. 


National No. 900 Door Set 


This quick-acting overhead type of garage door is winning en- 
thusiastic endorsement everywhere. Just a slight pull on the 
lifting handle, and the doors glide up overhead where they 
are out of way and entirely safe from danger. 







Below—special 
closing feature 


Other noteworthy features are rabbeted joints to exclude mois- 
ture, a special cam closing device and the simple door-lifting 
mechanism, consisting of heavy vertical springs with stout 
cables operating over enclosed pulleys. 


Above—not . 
rabbeted joint These are the smooth-working trouble-free door sets you have 


been hearing about. Ask for the genuine National No. 900. 


Write today for : 

free literature t 

\ NATIONAL Y 
MFG. CO. 


Doors 8 feet wide by 7 feet high Easier to heat Ampie space above car 


NATIONAL MANUFACTURING COMPANY ittinois 
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yw wy yy Hit at the Housewares Show! 
Ww YW YW Hit on the Counters Everywhere! 


KITCHEN ENSEMBLE 
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— Bound to be a Hit with Your Customers, Too! 


At the Housewares Show in Atlantic City, our 
new Fleurette Kitchenware Ensemble caught the 
eyes of the industry’s shrewdest buyers... won 
their highest praise —‘‘You've got a hit!”’ 

And a hit it’s been, everywhere that Fleurette has 
been shown since then—a hit that makes music at 
the cash register. 

Fleurette has what it takes to make a hit—a de- 
sign that appeals to women... in Geranium Red 
and Leaf Green, the colors they want. No blank 
sides, either — the finely lithographed design covers 
each piece. 

Fleurette is ready for delivery right now in two 
styles: 


FLEURETTE LR —With Geranium Red flowers 
and trim, combined with Leaf Green. 

FLEURETTE LG — Leaf Green flowers and trim, 
combined with Geranium Red. 

Our new Fleurette is just one of the designs in 
the Owens-Illinois line of kitchenware sets. It’s a 
line you can always bank on for quality workman- 
ship and lithography, for sure-fire appeal that gets 
quick sales action. It deserves a place in your store. 


OWENS-ILLINOIS 
CAN COMPANY 


HOUSEWARES DIVISION TOLEDO 
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AND THAT'S NOT ALL 


There are more than 100 models 
in the complete line of General 
Electric Self-Starting Clocks—22 
of which are brand new and have 
just been announced to the trade! 
Four of these new models are 
shown to the right. 


General Electric Clocks are 
backed this year by the biggest 
Sales Promotion and Advertising 
program in G-E history! New Dis- 
plays, new Catalogs, new Folders 
—and a series of 8 consecutive 
advertisements, in one of the best 
known, and most widely read 
picture magazines! Starts in the 
Aug. 27 issue and runs right 
through the Christmas season! 


Is it any wonder that General 
Electric Clocks are the fastest- 
selling line of electric clocks in 
the world! Get on the G-E band- 
wagon, now, and CASH IN! 

















& 


The rush is on, and we don’t mean maybe! 
The way that orders are pouring in for 
General Electric’s brilliant new “Jewel 
Tray” Clock Display, it looks as though 
every retailer in the electric clock business 
wants one! 


And with good reason! For years, it has 
been common knowledge among the 
trade that General Electric Clocks, prop- 
erly displayed, practically sell them- 
selves. That being true, just figure out 
for yourself what this new “Jewel Tray” 
Display will do to your G-E Clock sales! 


Richly covered with a deep-napped, 
velvet-like material, in smart contrasting 
tones of beige and maroon rust, here’s a 
——- that’s packed with selling punch 
and that Jooks quality, sells quality, és 
quality! 

Yes, sir! It’s a smash hit—so phone your 
local G-E Clock wholesaler today and 
have him reserve one for you. The quan- 
tity available is limited. Better act now! 





DOMESTIC—A brilliantly styled ANNAPOLIS—A nautically styled ; 


metal-cased kitchen clock in Ivory, alarm clock. Ship’s-wheel design. Tan 
Green, White, or Red. Chrome bars. Eeaits case. Gold-colored spokes. 
Model 2H-10. Retail, $4.95. odel 7H-124. Retail, $6.95. 


TROUBADOUR — An exceptional NARCISSUS—A brilliant occasional 
alarm value. Plastic case. el clock in genuine white onyx. Light 
7H-118. Retail, Brown, $3.95; Ivory, ivory dial. Gold-colored hands. Model, 
$4.50; Brown, luminous, $4.95. 3H-156. Retail, $9.95. 


GENERAL ELECTRIC «COMPANY, ELECTRIC CLOCK SECTION, BRIDGEPORT, CONNECTICUT 


GENERAL (% ELECTRIC 


Sey Slariing Clocks 
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EVERY KIND or/ {cin QUANTITY—QUICKLY 


Castle and Slotted Nuts are milled from selected 
bar stock and conform to Bolt and Nut Institute 
standards. Stocked in a full range of sizes. Like Semi- 
Finished Nuts they can be furnished in non-ferrous 
alloys to your specifications in production quantities. 





Semi-Finished Nuts are milled from the bar with 
washer face, or cold forged with double chamfer, 
both conforming td identical dimensions. Cold Forged 
Nuts upset from round wire combine the accuracy 
and finish of nuts milled from the bar with the added 
.. toughness of the cold punched nut. 


@ So many types of nuts are standardized today that 
it is seldom necessary to specify a nut ‘made to order.” 
All nuts shown above are typical of standard types 
in stock. Four classifications are used in manufactur- 
ing practice, and these are as follows. (1) American 
Standard regular, heavy, light, machine screw and 
stove bolt, according to dimensional proportions. (2) 
Unfinished and semi-finished, according to the degree 
of their finish. (3) Hot pressed, cold punched, cold 





Machine Screw and Stove Bolt Nuts are made in 
plain square and chamfered hexagon types by cold 
punching from flat bar stock. Square nuts of this 
type are generally supplied with Stove Bolts. 






















Hot Pressed Nuts are punched from hot rolfed low 
or medium carbon steel bars at forging temperature, 
then cooled, burred and tapped. Cold Punched Nuts 
which have a bright surface are more accurately 
made than the Hot Pressed Nuts which have a black 
oxide coating, mildly rust resistant. 


forged and milled from the bar, according to method 
of their manufacture. (4) Full, jam, slotted and castle 
nuts, according to styles. For additional information 
write us for folder entitled ‘Types of Common Nuts 
and Their Selection.” ¢e Lamson nuts are packed 
in the strongest cartons ever known to the trade, 75% 

and they are legibly attractively labeled. ANIVERSARY 
THE LAMSON & SESSIONS CO., Cleveland, Ohio | ‘6-940 

















LAMSON & SESSIONS 
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It was inevitable that the advantages of Pittsburgh 
Stainless Steel Wire for Refrigerator use should help 
start a trend which is resulting in wide-spread adop- 
tion of truly stainless Refrigerator Shelves. 


For years plated refrigerator shelves caused dealers 
many complaints about corrosion, discoloration and 
food contamination. Now these faults can be entirely 
overcome—for shelves made of Pittsburgh Stainless 
Wire permanently resist the discoloring and corroding 
influences encountered in refrigeration service. Added sales appeal results from the 
lustrous beauty of Stainless Steel—a satin-bright finish that is permanent, because 
being truly stainless clear through, the life of the finish is not dependent on a mere 
surface coating which is sure to wear through. 


Ask your manufacturer to make shelves of Pittsburgh Stainless Wire standard 
equipment. The slight premium involved pays big dividends in easier sales, satisfied 
buyers, and elimination of complaint service calls! 


PITTSBURGH STEEL COMPANY 
1621 GRANT BUILDING + PITTSBURGH, PENNSYLVANIA 
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The Plastic Wood “slogan” for years has been 
(a) Dries hard as wood (b) Handles like putty; hardens 
into wood (c) Would dry into wood if it could. 


Plastic Wood is a (a) cellulose fibre filler (b) glucose 
fibre filler (c) varicose fibre filler. 


Plastic Wood is all but one of the following. Which 
one? (a) Waterproof (b) Weatherproof (c) Grease- 
proof (d) Fireproof. 


Plastic Wood is advertised on the RADIO coast-to- 
coast each Wednesday every week of the year. How 
many Columbia Broadcasting System stations carry this 
program? (a) 12 (b) 27 (c) 35. 


Plastic Wood ads appear in a select list of Magazines 
totalling (a) 37 (b) 1492 (c) 6. 








Distributors 
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TEST YOUR WITS ON THESE 
i 10 EDUCATIONAL QUESTIONS 


A score of 80 or more is EXCELLENT . . . Like the profit you 
make on every sale of PLASTIC WOOD! 


6. 


10. 


. and while we are asking 
questions... HOW’S YOUR STOCK 
OF PLASTIC WOCD? 


Your Jobber Will be Glad to 
Replenish Your Stock Promptly. 


THE A. S. BOYLE COMPANY 





Plastic Wood is available in all but one of these 
colors. Which one? (a) White (b) Cedar (c) Teakwood 
(d) Gumwood (e) Oak (f) Natural (g) Walnut (h) Dark 
Mahogany (i) Light Mahogany (j) Ebony. 


Plastic Wood adheres lastingly to any (a) painted 
(b) dirty (c) rotted (d) clean dry surface (e) damp sur- 
face. Which of these assures the lasting job? 


Dried Plastic Wood on tools or hands can be readily 
removed with (a) Water (b) Plastic Wood Solvent 
(c) Milk. 


All but one of these is correct Plastic Wood is avail- 
able in (a) % oz. tubes (b) 14 oz. tubes (c) 4-Ib. cans 
(d) 1 Ib. cans (e) 5 Ib. cans (f) 25 Ib. cans (g) 100 Ib, 
drums (h) 250 Ib. drums. 


Plastic Wood display cards are (a) not available 
(b) available free for the asking. 



















Jersey City, N. J. 
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PAINTING CONTRACTORS 


TURPENTINE 
WHEN Painting THEIR Own HOMES 


USED GUM 


oUW Homes 
FOR ip 


PAINT WOW wed Saye 
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alta full page advertisements in leading National magazines 
are telling millions of home owners to specify Gum Turpentine in 
every paint job. These advertisements feature AT-FA approved Canned 
Gum Turpentine. Put in a stock of AT-FA approved Canned Gum 
Turpentine today. More convenient, quicker turn-over, more profitable. 


Especially preferred by your star customer, the Painting Contractor. If your 





The Nationally advertised AT-FA © SUpplier doesn’t carry AT-FA Canned Gum Turpentine, write us today. 


Seal of Approval appears only onthe 

canned product of packers whohave 

been licensed and approved by the 

American Turpentine Farmers Asso- AM ic N TU p . . S SSOCIA ON cooP ATIV 
ciation Cooperative. This Seal is ER A R ENTIN ARMER A TT ER E 
your assurance of the genuine, pure, 


dehydrated Gum Turpentine. General Offices, Valdosta, Georgia 
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THE BETHLEHEM LINE 
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When you handle the Bethlehem line of Galvanized 
Roofing, you carry merchandise that moves fast and is a 
real builder of business and customer good will. This 
tightly galvanized, neat-looking, durable roofing is 
made in designs to suit every taste and every require- 
ment. 

You'll want to get these popular styles of Bethlehem 
Galvanized Roofing up in the front of your store— 
ready to show customers: 


STORMPROOF ROOFING~— your line leader in 


quality steel roofing. Stormproof has a weather guard at 
each of the four edges of every sheet, is rain-tight, 
clings to the decking, is easy to apply and looks attrac- 
tive on any building from shed to farmhouse. 


CORRUGATED ROOFING— Bethichem’s outstand- 


ing general utility roofing is proof against bad weather, 
fire or lightning, light yet strong enough for purlin and 
open-deck construction. 


V-CRIMP ROOFING_ i; available in 2-V, 3-V and 


5-V patterns, each covered with a bright-spangled galva- 
nized coat that adds real sales appeal and makes a dur- 
able, good-looking roof. 


ROLL ROOFING-_ i; the type recommended for 


roofs with a pitch of 4 inches or less to the foot; is 
smooth-seaming, makes an attractive, weatherproof 
covering for any tight-sheathed decking. 


Remember these two points about Bethlehem Roofing: 


1. Sell Bethlehem Galvanized Sheets for siditig, too, particularly 
the 1!/4-in. and 2'/2-in. corrugated patterns. 


2. For extra profit to you and longer service life for your cus- 
tomers, stress Beth-Cu-Loy, the rust-resistant copper-bearing 
steel made by Bethlehem. Every style of Bethlehem roofing ‘is 
available in Beth-Cu-Loy, and its extra years of life at slight 
additional cost give you a good talking point. 
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Hurry! Hurry! HURRY! Step up and be 
amazed! See what this new model has to offer. 
She’s a TEN-WHEELER—no less! Each clinic 
a wheel, and each wheel a whizzer! Ten— 
count ’em—‘fen. 


There she stands . . . the new Clinic Special 
... custom built by N. I. A. A... . tuned for a 
record run. If you would keep up with the 
pace of today, and lead the field of tomorrow, 
try this streamlined special! 


The time: September 18, 19, 20... The place: Hotel 
Statler, Detroit... The ten clinics: (1) Coordination 
of Advertising with Selling; How to Win Active 
Cooperation from Salesmen (2) Measuring Advertis- 
ing Results (3) Prepare and Present an Advertising 
Program that Management Will Approve (4) How 
Can the Advertising Department Contribute to the 


ae 





aan 


a, Oe ven wodd ti a FEWMMEELER é 


Solution of General Company Problems (5) How to 
Increase Direct Mail Effectiveness (G6) Get Out into 
the Field (7) Allocation of Budgets; How to Organize 


, Your Work (8) Measuring the Readership of Busi- 


ness Papers (9) Creation of Effective Copy. Layout 
and Illustration; How to Test the Relative Effective- 
ness of Your Work (10) Market Information; How 
to Get it and Use it. Other features: General Manage- 
ment and Marketing Sessions, display of 1940 
advertising campaigns, free program for wives. 
Open to: all industrial advertising and sales execu- 
tives. For program and advance registration, write 
to: Mr. Henry G. Doering, Registration Chairman, 
Truscon Laboratories, Inc.; Box 69, Milwaukee 
Junction P. O.; Detroit, Mich. (Advance registration 
saves you time and trouble—send no money.) 


Hurry! Hurry! HURRY! It’s yours . . . the 


TEN-WHEELER Clinic Special . . . for the 
small sum of ten bucks, only a buck a wheel! 


18th Annual CONFERENCE and Exposition 


National INDUSTRIAL 


ADVERTISERS Association 


SEPT. 18,19, 20... DETROIT... HOTEL STATLER 
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SELL “PENNVERNON”. .. NOT JUST “WINDOW GLASS” 


‘ | ‘HE distinctive Pennvernon label is your assurance of quality window glass. It identifies a 





glass genuinely worthy of good windows. For Pennvernon is clear. It is brilliantly finished 
on both sides of the sheet. It possesses a quality of reflectivity and freedom from distortion 
exceptional in a sheet glass. It affords good vision. And each light is paper packed to protect 
the glass during shipment. Pittsburgh Plate Glass Company, Grant Building, Pittsburgh, Pa. 


AT THE NEW YORK WORLD'S FAIR, VISIT THE GLASS CENTER BUILDING AND THE PITTSBURGH HOUSE OF GLASS, 


ENNVERNON WINDOW GLASS 





PITTSBURGH PLATE GLASS COMPANY 
“PITTSBURGH” sland fot Lualily Class 
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DRILL HOLE 
CLAMP ON DOOR 
Self Centering 
No Measuring 
No Squaring 


ey ° 


INSTALL 
Like a bullet ina gun 
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DEXTER'TUBULAR LOCKS--LATCHES 








LIFE-TIME WARRANTY 


Now, beyond all question, Dexter- 
Tubular is a Certified Value. It’s 
factory guaranteed to Lifetime Ser- 
vice. Certificate packed with every 





Loan the Dexter Bit-Guide to your customers. Sell 
*em Dexter-Tubular Locks and let ’em use the Bit- 
Guide FREE. Makes installation doubly fast and easy 


—so simple that anyone can do a perfect job in a few box. Learn what this Warranty 

minutes! Write for complete information—no obli- means in selling—how it builds cus- 

gation. tomer good-will and satisfaction. 
Write. 


3,000 Dealers can’t be wrong! Millions of Dexter-Tubular 

Locks have been sold—a “Top” performer in sales and satis- 

faction. “Drill-Hole” time saving wins the contractor, builder , - od et E | 
& 


and BIG volume user. “‘High-Style” appearance sells on looks 
“FACTS & FEATURES” 


alone. Dexter-Tubular is quality through and through—‘ac- 

tory Warranted to Lifetime Performance. Limited Dealership 
Tells ““What to Say in 
Selling.”’ How to Dem- 


— Write. 

onstrate. Value to YOU 
of dealing direct with 
Factory. 8 illustrated 
pages of sound selling 





National Brass Company, Mfrs. 


GRAND RAPIDS, MICHIGAN 


Builders Hardware 
Cabinet Hardware suggestions. Send for 


Screen Door Hardware your copy—no obliga- 
tion. 
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install the 
American Chain Sales- Maker 


Your wholesaler will show you how easy it is to get 
an American Chain Sales-Maker. When he delivers 
it, set it up where it can be seen. It looks good and 
requires very little floor space. 


and let it sell 
“right off the reel”... 


Through the Chain Sales-Maker you’ll get many 
sales you’d miss. This efficient silent salesman 
keeps the subject of chain alive—and shows you a 
profitable chain stock turnover. 

The lines of American Welded and Weldless Chains 
are complete. We also make cotter pins, eye bolts, 
cold shuts, lap links, repair links, round eyes, malle- 
able castings, grab hooks, slip hooks, sash chain fix- 
tures, screw hook hangers, shackles, S hooks, sling 
chain hooks, snaps, special attachments, swivels, 
toggles, utility jacks, welded rings, harness hard- 
ware and many other products. 


Sell “AMERICAN” when you sell chain 





AMERICAN CHAIN DIVISION + YORK, PA. 






In Business for Your Safety rie . v | etioe 
AMERICAN CHAIN & CABLE COMPANY, Inc. 
alaiicaan CHAIN DIVISION aznnn WIRE ROPE DIVISION READING-PRATT & CADY DIVISION In Conada: A 
AMERICAN CABLE DIVISION MANLEY MANUFACTURING DIVISION READING STEEL CASTING DIVISION ST eetea CHAN COMPAS, SI 
ANDREW C. CAMPBELL DIVISION OWEN SILENT SPRING COMPANY, INC. WRIGHT MANUFACTURING DIVISION ¥ —— WIRE PRODUCTS, LTD.» 


FORD CHAIN BLOCK DIVISION PAGE STEEL AND WIRE DIVISION e THE PARSONS CHAIN COMPANY, LTD. | 
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Did Mr. Willkie?: 


From a very prominent Cali- 
fornia retail hardware merchant 
comes an interesting letter about 
business, competition, public util- 
ity merchandising and a question 
which reads: “May I ask you if 
you are informed whether or not 
our otherwise fine friend, Mr. 
Willkie, sells through his large 
electric power companies mer- 
chandise such as electric ranges, 
electric water heaters, domestic re- 
frigerators and other appliances 
to the detriment of the indepen- 
dent hardware dealer?” What 
this dealer really wants to know 
is did the Commonwealth & South- 
ern Corp. (when Mr. Willkie was 
its head) and its various subsidi- 
aries cooperate or compete with 
merchants in the sale of appli- 
ances. I didn’t know so I con- 
tacted this company and sought 
an answer. The best kind of an 
answer is an interview article by 
Earl Lifshey, published in Retail- 
ing for July 8, 1940. 


ey CHARLES J. HEALE 
EDITOR, HARDWARE AGE 





“The Willkie Plan” :— 


Under the title “The Willkie 
Plan,” Wendell L. Willkie 1s 
quoted as making an exclusive 
statement to Retailing which reads 
as follows: 

“A utility load building pro- 
gram, to be truly successful, 
must make adequate provisions 
for the legitimate considerations 
of retailers and manufacturers 
as well as those of its custom- 
ers. Only when the rightful 
interests of all concerned are 
considered can the best results 
be achieved.” 

The story by Mr. Lifshey con- 
tinues in detail to explain how 
Commonwealth & Southern lived up 
to these principles, increasing its 
load, aggressively promoting and 
selling appliances and through its 
cooperation helping retail mer- 
chants to greatly increase their 
appliance sales. A further impor- 
tant and significant quotation on 
policy, in this story, reads as fol- 
lows: 


“Full, close cooperation with 
dealers, together with aggres- 
sive selling of standard appli- 
ances by the company, on a 
fair, sound, competitive mer- 
chandising basis that would not 
only provide the necessary in- 
centive and leadership for deal- 
ers, but also increase the gas 
and electric consumption of the 
customers to the maximum 
amount commensurate with 
their ability to not only pay for 
the appliance, but also the gas 
or electricity consumed.” 

To sum it all up, my answer 
would now be that Mr. Willkie’s 
companies helped retail mer- 
chants sell more electrical appli- 
ances and very definitely his com- 
panies were up in front as co- 
operators, operating under a de- 
clared policy that merits the 
approval of hardware dealers. 
Since I received the original in- 
quiry, the same question has been 
asked, in one form or another, by 
other readers. This suggests that 
someone with a partisan political 
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angle in mind is trying to em- 
barrass Mr. Willkie by tagging 
him with some unfair and unwar- 
ranted phrased to 
prejudice independent merchants 
against him in his race for the 
Presidency. That is why I am 
using this original question and 
giving this detailed answer for 
the information of all our readers. 


criticism, 


Unionization :— 


During the past 12 months 
union organizers have made con- 
siderable progress among whole- 
sale hardware firms. As yet, their 
attention to unionizing retail em- 
ployees has been comparatively 
unimportant and has been re- 
stricted to the major cities. Hard- 
ware executives have been very 
indifferent to the spread of the 
labor union idea into non-produc- 
tion fields. Today, many of them 
regret their previous lack of at- 
tention to this problem. Often in 
these pages I have commented on 
the threat of further unionization 
among warehouse employees. I 
have discussed the subject with 
leading executives, but always I 
found indifference and the belief 
that it was not an immediate 
pressing problem — despite the 
trend in this direction which has 
been growing rapidly for the past 
seven years. Unionization has 
been practically ignored at whole- 
sale hardware conventions and by 


the various sectional wholesale 
groups which have occasional 


meetings. It would be highly ap- 
propriate to give widespread con- 
sideration to this problem when 
the wholesalers gather in Atlantic 
City next month, because the 
threat of further unionization, and 
even more rigid collective bar- 
gaining contracts, looms up today 
in a most menacing manner. 


Strikes :-— 


Until very recently, labor trouble 
and strikes were almost unknown 
in hardware distribution circles 
and did not constitute a particu- 
larly pressing problem in any 
other wholesale field. Yet within 


the past year San Francisco, Du- 
luth, St. Louis, Chicago, Minne- 
apolis, Philadelphia, New York 
City, and many other distributing 
points, have suffered complete 
shut-downs, not only of hardware 
wholesale plants but also, in some 
cases, of all wholesale distribut- 
ing functions. These strikes have 
lasted as long as 10 or 12 weeks 
and they have taken a toll in vol- 
ume which cannot be recovered. 
In some instances extreme violence 
was encountered. Whenever em- 
ployees and employers come to 
physical blows it is not easy to 
resume happy and normal coop- 
eratively efficient relations. It is 
difficult to obtain much data on 
the terms of compromise which 
have terminated these strikes or 
which have prevented threatened 
strikes. Business houses are re- 
luctant to give out such informa- 
tion, to exchange experiences or 
to offer what could be most help- 
ful advice to fellow wholesalers 
because they fear reprisals either 
from the unions or from govern- 
ment—or both. As a result, the 
wholesale hardware fraternity con- 
tinues to have too little collective 
knowledge as to the best way to 
handle unionization efforts and 
there is too little generally known 
data as to the best methods to use 
in coping with unreasonable col- 
lective labor contracts; complete 
“closed shop” operations; the 
check-off system for forcing con- 
tinued union membership and 
payment of dues; the hiring hall 
methods for adding required per- 
sonnel, and the priority system 
which throws out of the window 
any possibility of a merit rating, 
despite all claims to the contrary. 
Almost any manufacturing execu- 
tive can recite a tale of woe based 
on his unionization “headaches,” 
but it is all so new to distributors 
that most of them neglect to even 
consider the problem as a major 
cost factor in today’s business 
operations. 


Affects Costs :— 


Even though retail hardware 
stores have not as yet been seriously 


harassed by widespread unioniza- 
tion threats, they have a very defi- 
nite stake in the labor problems 
of their sources of supply. If a 
wholesale house is completely 
unionized there are added wage 
costs which necessarily are imme- 
diately reflected in higher prices 
for the goods handled. If, under 
a complete “collective contract,” 
the executives of a wholesale 
house find that their normal and 
customary executive powers are 
greatly curtailed there is the fur- 
ther threat of lessened efficiency 
which again seriously affects the 
successful operations of retailers 
who depend upon the wholesaler 
for prompt and satisfactory ser- 
vice. The unionization problem 
merits exhaustive and frank dis- 
cussion by the wholesalers when 
they meet in Atlantic City next 
month. Among those present will 
be several executives who have al- 
ready tasted “the sting of the 
lash” in dealing with this prob- 
lem. Their own case histories, if 
frankly and completely discussed, 
would prove to be a revelation to 
many wholesalers who have not 
yet faced this problem. 





Walter Chrysler : 


When you ponder over the labor 
problems of business today; 
think of the wages-hours laws; 
the coddling of labor leaders by 
government and vote-seeking pub- 
lic officials; the decisions of the 
National Labor Relations Board, 
and the assorted attacks on busi- 
ness you cannot help but wonder 
what the future may hold. What 
does it offer the ambitious young 
man who wishes to become useful, 
who hungrily seeks knowledge in 
order that he may become more 
proficient in his chosen field of 
commercial endeavor. What does 
it offer the young man who would 
willingly stay after hours to learn 
more about merchandise and mer- 
chandising—yet who cannot do so 
because his employer cannot af- 
ford to pay him overtime wages 
and, therefore, cannot invite him 
to attend an after-hours store 

(Continued on page 99) 
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“Handling your line has not only 
proved to be profitable, but it is a 


business builder as well.” 


—says Mr. M. F. Schick 
of Chicago 














This is George Martin, who calls on Mr. Schick 
for Lockwood. He travels Southern Wisconsin, 
Metropolitan Chicago, Northern Indiana, 
Northern Illinois, and will be glad to show 
you the entire Lockwood line. 

PATRICIAN  UNIFAST BOR-LOC 
PLASTELLE EQUIPOISE CAPE COD 
These names represent outstanding Lockwood 


developments or improvements in Builders’ 
Hardware. 


PATRICIAN-PLASTELLE 


Thoroughly modern in its combina- 
tion of plastic and metal. Knobs and 
escutcheons are available in black, 
ivory and five pastel colors that can 
be matched or contrasted. Insets, 
shanks and knob caps are available 
in harmonizing or contrasting fin- 
ishes. Write now for full information 
on this fast-selling Lockwood line! 


Lockwood Hardware Mfg. Co. 


Division of Independent Lock Co. Fitchburg, Massachusetts 
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Part VIII 


M ODERN hard- 


ware store fronts are designed to 
attract attention and stimulate in- 
terest. They frequently indicate a 
progressive merchandiser, for the 
public generally associates a mod- 
ern front with a modern interior 
and stock. There are exceptions, 
such as the merchant who installs 
a new front but fails to change the 
interior of his old fashioned store. 
In such instances, the public is 
fooled for a while but not for long. 

A modern front, used effectively, 
serves to influence people in their 
shopping. The undecided person 
will go to the store with the most 
attractive front and most interest- 
ing displays. People want to find 
out more about the store behind a 
good looking exterior. Strangers 
in a community will always select 
the store with the modern front, 
for it indicates to them the success- 
ful merchandiser, and _ therefore, 
good stock and most competitive 
prices. 
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Importance of proper front design— 
height of bases—depth of windows— 
value of materials and backgrounds 


Because of the impression cre- 
ated by a modern front, it should 
be the last job undertaken in 
the complete modernization of the 
hardware store. People who are 
surprised to find an up-to-date 
store behind an old front, remem- 
ber this fact and come back again. 
But to be drawn to a store by an 
attractive, modern front, only to 
find a dirty, poorly arranged, in- 
terior and stock, destroys good 
will and the impression the public 
has about things modern. 


Design of Front 


Hardware stores today stock 
merchandise of many sizes and 
shapes, so the design of the front 











Fitzgerald Hardware, ’ 
Concordia, Kan., has a 
front for the narrow 
store with bases of 
medium height. 


(Pittsburgh Plate 
Glass Co.) 


Left—The front of Seely’s Hard- 
ware, Columbus, Ohio, is of struc- 
tural 
orange trim and orange laminated 
letters. 


should provide windows of a type 
that will permit the presentation 
of all merchandise to best advan- 
tage. 

A properly designed front is an 
efficient merchandising tool. Better 
window displays can be installed 
and less time is required to do the 
job. More merchandise can be 
shown and displayed to better ad- 
vantage. 

Fronts without lobbies are pop- 
ular among hardware dealers. 
They allow the maximum of win- 
dow footage across the building 
front. Usually they are less ex- 
pensive to install because of the 
simplicity of design. Except in the 
store of greater than average 
width, this type of front has a 





glass with black field, 


Single entrance and dou- 
ble entrance doors. 


(Pittsburgh Plate Glass Co.) 
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single entrance and two windows 
of equal size. Bulkheads or bases 
of windows range from 10 in. to 
around 18 in. high. 

The merchant who promotes 
major appliances actively might 
construct windows with low bases 
then use platforms to raise the 
height of the window floor when 
small merchandise is to be shown. 
Window platforms used in this 
manner should be constructed of 
the same material as that used in 
the regular window floor. They 


should be built in sections if in- 
tended for a large window, since 
this increases ease of handling. 
Frequently, only part of a window 


will be needed for showing small 
merchandise and one section of the 
window platform may be large 
Double entrance iL 

front with win- 


dow bases of a 
medium height . j 
installed for M. ie 
T. Collier of Far- 





enough for this purpose. By slop- 
ing the sides of the platform facing 
the window, additional display 
space for small merchandise at- 
tached to panels may be secured. 

In wide stores, two entrances are 
desirable in order to secure even 
distribution of traffic in the store. 
Three or more windows are pos- 
sible with two entrances. Bulk- 
heads or window bases can be 
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mer City, II. 
Material is porce- 
lain enamel pan- 
els in wine and 
sandstone colors. 


(The Kawneer Co.) 


















Right—Attractive store front of 

Henry Bollinger, Poughkeepsie, 

N. Y. Material is black, red and 
ivory Vitrolite. 


(Libby-Owens-Ford Glass Co.) 
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A lobby front with low 
base windows is used 
by M. G. Stoneman & 
Son Hardware, Albany, 
N. Y. Is of gray Vitro- 
lite with black trim. 
Sign has inlaid, red 
Vitrolite letters. 


(Libby-Owens-Ford 
Glass Co.) 


k. === MICOLLIER ===. 





built ‘at different levels so that 
satisfactory display space is avail- 
able for the showing of all types 
of goods. Bases can be as high as 
36 in. in windows where small mer- 
chandise is to be shown. 

Fronts with lobbies can be de- 
veloped in the stores with greater 
width. A store located where side- 
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(The Kawneer Co.) 


The front of the Wisnom Hardware Store, San Mateo, Cal., 
is constructed of aluminum finish with aluminite facing. 


walk traffic is very heavy would 
find this type of front advan- 
tageous, for window shoppers will 
be able to step out of the heavy 
traffic and examine merchandise as 
long as they like. A lobby type 
front generally costs more because 
four windows can be secured and 
these are usually built on two base 
levels. Display space is also avail- 
able in the lobby outside and this 
can be used to show certain mer- 
chandise effectively during certain 
seasons of the year. 


Odd-Shaped Windows 
Odd shaped windows should be 


avoided for they are usually hard 
to trim. Rectangular windows are 
easy to trim. Inexperienced hard- 
ware employees will have little 
difficulty in learning how to use 
such windows. Windows for show- 
ing large merchandise should have 
a depth of from 4 to 6 ft. Small 
merchandise windows, 3 or 4 ft. 
deep, are quite satisfactory. 


Backgrounds 


Backgrounds are important in 
all display windows. They serve to 
keep the attention of the window 
shopper on the merchandise in the 
window so the display can do a 
complete selling job. In order to 
make displays as effective as pos- 
sible, all windows should have 
backgrounds high enough to pre- 
vent shoppers from seeing into the 
store. 

Backgrounds which 


close the 
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window completely keep out dirt 
and also prevent serious frosting 
in the winter time. These usually 





are built with about one-third of 
the background of glass so as to 
admit light to the store. 

Temporary backgrounds made 
of wallboard or some other inex- 
pensive material fastened to a2 
wood frame also serve to hold the 
shopper's interest to the display. 
They can be changed more often 
and constructed in a variety of de- 
signs, thus making the displays 
more interesting and attractive. 

Store fronts can be constructed 
of many types of material. Struc- 
tural glass, porcelain enameled 
panels and aluminum materials are 
used widely today. Very attractive 
fronts are being developed from 
these materials at reasonable costs 
and in quite a variety of colors. 
Hardware dealers should consult 
with capable store front engineers 
when developing plans for a new 
front. 





LEVELS ON DISPLAY 











The G. A: Butter Co., Milwaukee, Wis., retail hardware firm, recently 


utilized ‘a variety of manufacturer’s window and 
this attractive display of 


to make 


counter displays 


levels and level accessories. 
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Co. of Clevelane, 


1, the preceding article 
I discussed selling over the coun- 
ter. In one respect, selling in the 
sample room is similar for your 
clients are half sold, which is 
proved by the very fact that they 
came into the store. They are 
building a house and they know 
they have to buy hardware. That’s 
a lot different and easier than 
punching door bells and trying to 
convince people they need some- 
thing. The advantage in the sample 
room set-up is evident. 

All that I said in the last article 
regarding the greeting of custom- 
ers is equally true in this article. 
It should not be necessary to re- 
peat it now. 

Next in importance is the ap- 
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Some pertinent suggestioris on how 
to sell the home owner, architect 
or contractor inside of the store 


By ADON H. BROWNELL 


pearance of the sample room itself. 
Keep it clean! Have your sam- 
ples in order! See that your own 
personal appearance is neat! 

Then make your clients com- 
fortable. They may or may not 
be accompanied by their architect 
or builder. If they are, do not 
overlook the importance of selling 
them too. The very fact that the 
architect or contractor comes with 
the owner is a sure indication that 


the owner is relying on their judg- 
ment. 

Selling the architect depends 
largely on satisfying him as to 
the fact that the hardware selected 
is appropriate in design and that 
the finish is in harmony with his 
color scheme. 

Satisfying the contractor is 
something different. He wants to 
be sure that the hardware will fit, 
that it is not too expensive to in- 
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stall and that it will work when it 
is installed so that he will not 
have to send carpenters back sev- 
eral times to adjust it. 

The owner, of course, is inter- 
ested in all the things that interest 
the architect and the contractor, 
but the owner is interested in even 
more. He wants to know that the 
hardware will stand up for years 
under constant use. He will want 
to know about the convenience of 
the keying arrangement to save 
carrying a lot of keys. Finally, he 
will be particularly interested in 
the security the hardware affords. 

After all, whether the owner 
comes alone or not, these factors 
should be carefully reviewed and 
your customer sold on each one 
of these points. 

Frequently, the hardest thing to 
find out is how much he wants to 
spend. Usually there is a hard- 
ware allowance but many owners 
feel they should not tell how much 
it is for fear it could be bought 
for less if the salesman did not 
know the allowance. Any sales- 
man in this business soon learns 
that the real problem is that, all 
too often, not enough money is 
allowed to furnish any kind of 
decent hardware trim and that he 
has to build up the hard, cold fact 
that the hardware allowance is 
insufficient. 

Patience and tact, often an open 
confession that it is difficult to 
show samples until you have some 
idea of the amount they desire to 
spend, will bring forth the neces- 
sary information. After scanning 


the plans an experienced salesman 


can get a rough idea of the qual- 
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ity to show for the allowance and 
can come somewhere near it. 

In showing hardware I have 
found it good practice to start 
with the front door, then follow 
through step by step. This is the 
way in which I outlined the sub- 
ject in the elementary series of 
“Taking the Mystery Out of Build- 
ers’ Hardware.” 

Many salesmen confuse their 
customers by showing inappropri- 
ate things or jump from one sub- 
ject to another before the previous 
point has been settled. Do not do 
that! Settle one opening before 
going on to the next! It will save 
your client’s time as well as your 
own. 

Show all the samples you need 
to show in order to satisfy your 
customer but no more. As a mat- 
ter of experience I have found a 
customer is better satisfied and 
makes up his mind more quickly 
when a few samples are shown 
than when many are exhibited. 


Impress the Customer 


Having come to the point where 
all the principal selections have 
been made as to design, finish, 
quality of locks and keying ar- 
rangements, go through the other 
items such as butts, window hard- 
ware and miscellaneous items suf- 
ficiently to impress the customer 
with the fact that you are figuring 
the proper type and quality of 
these materials to match the other 
items selected. 

You rarely can arrive at an 
exact amount at the time of selec- 
tion, even though you have taken 
off the quantities in advance of 
the call at the sample room. This 
makes a decided obstacle to clos- 
ing the sale. The buyer is quoted 
through the mail, by phone or by 
personal call. In the meanwhile 
he may have looked elsewhere. 
He may have forgotten the 
strong points in your presentation. 
He may have to be resold. For 
these reasons, wherever possible, 
I like the idea of submitting your 
bid in person. 

In selling builders’ hardware in 
the sample roem you have to deal 
more frequently with women than 
you do when selling it over the 
counter. This often brings up a 
divided responsibility for buying. 


Let’s say you did a very excellent 
job of selling Mrs. Jones but when 
Mr. Jones sees the quotation, 
knowing nothing about the selec- 
tion, he growls “That’s too much 
money. Ill go over to Brown’s 
Hardware and I'll get it a lot 
cheaper.” That’s just another rea- 
son why a personal call, if it can 
be done while Mr. Jones is home, 
helps close the order for you. 

It was experience that taught 
me not to give out hardware sched- 
ules for my competitor to figure 
on. It does not pay. Be polite but 
firm and regretfully decline to 
make hardware schedules unless 
you have the contract. It’s a tough 
assignment, undoubtedly, but it 
will bring you far more business 
than if you just play the good 
fellow for your competitor’s edi- 
fication. 

There is a third phase of selling 
that is more difficult than either 
of the two we have discussed. That 
is selling on the outside, soliciting 
the business, not waiting for it to 
come to you. 

In the next article we will dis- 
cuss that interesting process where 
the sale is not half made but where 
you have to create the desire in 
the prospect to even consider your 
proposition. 

If you have never tried to do 
it, you have an entirely different 
problem ahead of you than selling 
over the counter or in the sample 
room. 

“Outside selling is a_ gift.” 
“Salesmen are born, not made!” 
Those expressions are ridiculous. 
You can be whatever you work 
hard enough to be. 





EVERYONE APPRECIATES 
THE ATTENTION OF A 
CHEERFUL, BUSINESS-LIKE 
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Charles Simmons, 


owner, Village Hardware Co., 


Jacob S. Disston, Jr., vice-president, in charge of sales, Henry 
Disston & Sons, Inc., Philadelphia, Pa., is an ardent gardener 


Because business conditions often made it impossible to keep 


golfing dates, he turned to gardening as a hobby. He ssiill, 
however, oceasionally finds time to play a little golf. Con- 
siderable space in back of his home in Chestnut Hill, is de- 
voted to growing vegetables, flowers, etc. Mr. Disston does 
not talk a great deal about his corn or large red tomatoes— 
“after all” he says, “everybody raises them.” His specialty is 
a berry, comparatively new in the east, combining the good 
qualities of the blackberry, raspberry, loganberry and dew- 
berry. This berry, known as the Boysen berry, was introduced 
to him by a business associate who had been traveling in the 
West. According to Mr. Disston, his berries have a rare and 
delicate flavor that do well to dress up any breakfast. Mr 
Disston feels that every man needs some form of “after hours” 
activity. To him, the garden answers this requirement—an op- 
portunity to get out of harness and enjoy fresh air and sun 


Westwood, Los Angeles, Cal., is an enthusiastic and 
whole-hearted supporter of civic activities, with varied 
hobbies. At the age of 65 he continues to be active in 
baseball, being both a manager and a player. He 
has organized ball teams and leagues and puts on a 
good show on the ice, having run comic exhibitions at 
the open air Ice Garden. Mr. Simmons, who enjoys 
acting, is active in the Westwood Theatre Guild, and 
is here shown, playing a role in the play “Black Damp” 
by Van Antwerp. As the result of the production of 
this show by the Westwood group, a major motion pic- 
ture studio bought the play for production as a motion 
picture. Mr. Simmons is always interested in young 
people and whenever Boy Scout or Girl Scout celebra- 
tions are held in his community he is called on to put 
on a skit as part of those activities. Because of his 
interest in young folks, he has helped many young 
people to get jobs for themselves 


HARDWARE AGE INVITES ALL HARDWARE MEN TO SEND IN THEIR HOBBY PHOTOS. 
ALL ARE WELCOME—DEALERS, WHOLESALERS, MANUFACTURERS AND THEIR SALESMEN. 
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National Washer-lroner 


~ 
OR the third con- 


secutive year hardware dealers will 
have an opportunity of cashing in 
on the washer-ironer industry's 
biggest point-of-sale promotion 
National Washer-Ironer Week to be 
celebrated Oct. 19-26. Sponsored 
by the American Washer & I[roner 
Manufacturers Association, 80 E. 
Jackson Blvd., Chicago, Ill, the 
event this year will feature an ofhi- 
cial display poster, a window dis- 
play contest and display aids being 
made available by manufacturers. 

In order that hardware dealers 
receive the utmost from this na- 
tion-wide concentrated sales drive 
on labor-saving home laundry 
equipment, they must command 
the attention of customers during 
the Week by installing window 
and interior displays that empha- 
size the benefits to users of this 
equipment. These displays will 
most effectively secure attention if 
used in connection with actual 
window demonstrations at certain 
periods of the day and then con- 
tinued within the store. For when 
the customer is given the oppor- 
tunity to follow-up her first in- 
terest, the dealer is given the op- 
portunity to follow-up with more 
complete information—and to sell. 

It may be difficu't for all hard- 
ware dealers desiring to partici- 
pate in National Washer-Ironer 
Week to secure a trained demon- 
strator during that period. How- 
ever, as a substitute, local ladies 
who are using the store’s home 
laundry equipment may be invited 
to demonstrate ironers and when 
properly publicized, this event will 
interest other ladies of the com- 
munity. 

As the ironing technique is dem- 
onstrated, one of the salesmen can 
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Use the official posters in your window showing washers and iron- 
ers in order to identify your store with National Washer-Ironer 
Week. The background is of blue corrugated board with white 
cut-out letters. Show cards call attention to the items on display. 


describe the process. If the demon- 
stration is conducted in the win- 
dow, a loud speaker should be used 
to inform spectators and passers- 
hy of what is going ou. 

National Washer-Ironer Week 
would also be an opportune time 
in which to work out some ar- 
rangement’ for displaying and dem- 
onstrating home laundry equip- 
ment before ladies’ clubs and 
church organizations. By contrib- 
uting a sum of money, based on 
the number of ladies present, to 
the treasuries of those organiza- 
tions, a large audience for the 
demonstrations can be assured. 


Interior Displays 


Care should be taken that dis- 
plays of washers and ironers in- 
side the store should be sufficiently 
complete to suit a variety of needs. 
Every model stocked should be on 
display and arranged along the 


sidewalls or shown on platforms 
in the center of the store. Generous 
use of manufacturers’ display ma- 
terial and the official poster with 
these displays will tie the store 
more closely to manufacturers’ na- 
tional advertising campaigns. 

At least one washer in the dis- 
play should be in operation at all 
times. Build a sales talk around the 
machine by using either home- 
made or manufacturers’ show 
cards. Thus, this machine will he 
selling all the time. 

Contests of certain types can 
also be used to promote the store 
and National Washer-Ironer Week 
with prizes consisting of a washer 
or ironer. Dealers should supply 
their own entry blanks and other 
information necessary to carrying 
out the contest among customers. 
Local people should be named as 
judges and care must be taken that 
the contest rules conform with 
state and federal regulations. 
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eek—October 19-26 


American Washer & Ironer Manu- 


facturers Association sponsors 
event’s third annual observance 





For FAMILY WASHING 



































A clothesline, to which articles of clothing are attached, along 
the background of this platform provides atmosphere for the dis- 
play of washers and ironers. Machines to be demonstrated should 
be arranged upon platforms located in the center of the store. 


It is very important that news- 
paper advertising identify the store 
with the efforts the washer-ironer 
manufacturers and the association 
in order to capitalize fully on the 
publicity for this event. For if you 
let your customers know that you 
are a part of this program, your 
store will gain in prestige. 

The window display contest for 
dealers will play a major part in 
helping dealers to direct the buy- 
ing public to their stores. Of last 
year’s contest, Joseph R. Bohnen. 
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executive secretary of the associa- 
tion reports: “Salesmen contacting 
retailers in promoting the 1939 
contest turned in more than 2500 
signed agreements by dealers to 
install special windows featuring 
our products during the Week. It 
was the biggest point-of-sale pro- 
motion of its kind of which we 
have any knowledge in this in- 
dustry. It gave us our biggest 
week’s retail volume.” 

For the 1940 contest, as last 
year, identical awards will be given 


in each of three divisions of stores, 
classified to hold competition on 
an equal basis. A special cash 
award will also be given to every 
manufacturer or distributor sales- 
man instrumental in first lining 
up any window that proves to be 
a prize-winner. 

The awards are: Class A—large 
department stores and_ utilities; 
first, $200; second, $100; third, 
$50; and four fourth prizes of $25 
each. These same awards will be 
made to Class B—hardware stores 
and appliance shops; and to Class 
C—small department stores, furni- 
ture, and all others. For “nominat- 
ing” salesmen in each class: first, 
$100; second, $50; third, $25, and 
four fourth prizes of $10 each. 

Every dealer contest entry must 
be reported on a special blank, ob- 
tainable from manufacturers and 
distributors. Judges are: Ada 
Bessie Swann, director, Home Ser- 
vice Center, Woman’s Home Com- 
panion; Katharine Fisher, direc- 
tor, Good Housekeeping Institute 
of Good Housekeeping Magazine, 
and Eloise Davison, director, New 
York Herald-Tribune Home Insti- 
tute. ° 

Two important changes have 
been made in the 1940 contest in 
order to increase participation: 
Windows will be. judged on a 
broader basis, that of their general 
attractiveness and selling appeal; 
use of the association’s display 
card in contest windows will not be 
obligatory. Hence, HARDWARE AGE 
presents here what some manufac- 
turers are offering dealers as sell- 
ing aids during National Washer- 
Ironer Week. 


A pex-Rotarex Corp.., 
Cleveland, Ohio 
Is making available a display 
promoting the Apex Spiral Safety 
Suds Demonstration. The com- 
pany has also inaugurated a win- 
(Continued on page 126) 
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Hot Air Shield and Filter 
Display — This large, two 
colored easel display shows 
a sample of the wall regis- 
ter as it would be installed 
in the home. It is offered 
by the Swing-A-Way Steel 
Products, Inc., 1439 Mer- 
chandise Mart, Chicago, Ill 


Hotpoint Water Heater Display—Two attrac- 
tive window or interior display pieces on Hot- 
point Electric Water Heaters are offered by 
the Edison General Electric Co., 
West Taylor St., Chicago, IIl. 
secured through local Hotpoint distributors 









Display can be 





To HelpYou| 


Griswold Window Display — This 
three-piece window display offered 
by Griswold Mfg. Co., Erie, Pa., is 
printed in natural colors. The cen- 
ter card is 21 in. wide by 30 in. high 
and the side cards are 10/2 in. wide 
by 14 in. high. Display furnished 
with orders for Griswold ironware 





Sparklet Counter Display—This four-color 
counter display holds a Sparklet syphon and 
bulbs against a background depicting the 
item in use. It is 18 by 19/2 in. in size. It 
is offered by the Sparklets Devices, Inc., 
Division of Knapp-Monarch Co., St. Louis, Mo 
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Sell More Goods 


These Display Helps 


Toastmaster “Snack Bar’—A new display-selling 
fixture is offered free to retailers with one of 
several merchandise assortments of the McGraw 
Electric Co. Toastmaster Products Div., Elgin, Ill 
It holds five Toastmaster products and can be 
used on table, counter, or any other strategic 
location in the store. It is constructed of three- 
ply veneer securely assembled as a one-piece, 
ready to use fixture. It's decorated front panel 
suggests uses of Toastmaster products 
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“True Temper” Display Panels — Attractive 
metal panels, finished in metallic hammered 
gold enamel with stainless steel trim and 
lettering in contrasting color, are offered by 
the American Fork & Hoe Co., 1623 Euclid 
Avenue, Cleveland, Ohio. Panels are free to 
dealers placing a minimum order of 20 tools, 
including four each of ripper hammers, $1.25 
nail hammers, $1.00 nail hammers and tommy 
axes and two each of tomahawks and 
hatchets. Panels have wire easels and are 
punched for hanging on the wall. Nickel- 
plated hooks hold tools on individual panel 





a 


. 


Silent Salesman for Oil—This Film-X 
motor oil display rack, offered by the 
Apex Oil Products Co., Minneapolis, 
Minn., shows three different size 
packages of motor oil. It is blue in 
color, with yellow, red and blue 
price cards. It is supplied free to 
dealers who order 12 cases or more 
of Film-X motor oil or is sold outright 
at a cost of $1.50 
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Revere Window Display Helps—Gay, new dis- 
play cartons and colorful window and counter 
display cards are offered to dealers by Rome 
Manufacturing Co Division of Revere Copper 
& Brass, Inc., Rome, N. Y., are effective silent 
salesmen for the Revere line of whistling tea 
kettles and can be used in window displays 
to advantage 
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Coppet Water 
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Broken Water 
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PLUMBING REPAIR WORK 


Sewer Stoppages OPS ned. 


Showers installed. 





iat 
idles replaced. | Wired 


Thermostats put on Wate Tank ; 
Sink Traps put on. | Storm Sash put UP 


ROOFING-GUT TERS-SP QUTING 


dor Replaced. 

Canvas and Tin Decks put On| 

Garages Reroofed. 

Gutters and Dow® Spouts ” AND ELIV ERED 
Repaired or Replaced. ' 

Ridge Roll and Flashings 








er at a loss to know whom to call wheo an accident happened 
your home, or, did you ever have 4 repair job and not know who to call to do the’ 
job for you? This will eve you some idea of the number of Repait Services We are equipped to 


Repair job of any kind, phone us, it’s a ten to one shot we can do it. 


—— 


Plaster Patch 1g fixed. 
Lines put in. Broken Con rete ropaired- 
% \ 


e | Wall Paper Work. 
installed Brick Work and Masonry: 
reseated. | Chimneys pointed. 

ed. Smoke Screeos 


made. 

Locks rep2it d. Keys made. 

Doors fitted é ad planed. 

oilets fixed. | Sink Drain Boards covered. 
Cu boards P at in. 

Knives, Scissors cherpene@ 







Toilet Bowls reset. H cates hollow grounc- 
Stoves and Heaters connected. H Axes, Hatch sharpened- 
Toilets installed ' Oven Res ors adjusted. 
sinks < pened \ Wringet Rolls replacec- 
rs fixed. \ Gless i2 Doors and Windows. 
r 


n Coal Windows 





nts ‘ixed. \ Garage [ 
Stair Rai 


1 
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nds 


on or Pcinted. 


Chimneys Cap flashed. 
Put on. u 
Gutters Painted. 


FA jrmount 


—_ 
“Whenin trouble,Call Us, we'll Help” 


as Decks 
Painted. 
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Repait services are classified under sev 


in determining the proper terms to apply 


merchandise is advertised on the back © 


ee to time. This company 
ae a Cleveland Heights, 
=e a ential section adjoin- 

rger metropolitan city 


of Cleveland. 


PLASTER and CONCRETE WORK FLECTRICAL REPAIR WORK 


2293 LEE RO AD, at Silsby 
4630 





list everything on this small sheet, put when something goes wrong, or you ave 


Wall Plugs put in. 
Lights and Sockets put in 
Vacuum Cleaners repaired. 
Wash Machines put in ordes- 
Garage Lines put in. 
Thermostatic Controls put in. 
Kitchen Ventilators put in. 
Bells and Buzzers fixed. 
Home Telephones repaired. 


Electric Ranges connected. 


Transiormerts installed. 
Refrigerator Belts put ot- 
Wash Machine Belts put 
Blowers and Fens installed. 
Temperature Controls put in- 
Electric House Numbers put up- 
Electric Wiring of all kinds- 












Cold Ait Returns Put in. 


Blowers and Air Circulators 
Installed. 






Air Conditioning. 
Registers and Radiators 
Put i 





Pipes Covered. 

Boilers Flushed. 

Furnaces Vacuum Cleaned. 
Castings and Repairs for 
All Furnaces- 


Difficult Heating Problems 
Solved. 
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the j n Seasonal 


° jo be done. 
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7—The hardware store should resume the 
mechanical services which formerly centered 
there: tinsmith and sheet metal shopwork, 
sharpening scissors, skates, lawn mowers and 
edge tools; making keys, fixing locks, put- 
ting in window p miscellaneous simple 
repairs, etc. Such services are profitable 
and attract customers. 


formed that this company can do 

Pt practically all kinds of service 
work promptly. 

“We are called upon to do a 

lot of unusual jobs which are not 


ah. GS 


‘AME signs, estate signs, doc- 
tor’s signs, any kind of resi- 
dential sign all mean business and a 
nice profit to the hardware store of 
Edward J. Lyons in Ardmore, Pa. 
Chester Swartz, the manager of the 
Lyons store, saw possibilities in the 
sign business following a local ordi- 
nance requiring all residents to dis- 
play their street numbers. As many 
of the houses are far back from the 
street, signs which could be set in 
the lawn, or to one side of the street 
entrance, seemed to be the answer. 
A little advertising, and the dis- 
playing of different types of signs in 
the store window, started the ava- 
lanche of sign business that has 
proved one of the most profitable side 
lines in the store. Mr. Swartz now 
requires the full time of an outside 
sign painter to handle this business. 
This man is able to provide any com- 
bination of colors or types of letters 
desired by the customers. 


Many Varieties 


Many varieties of name signs are 
sold. Displays in the store show the 
most popular types and are inclusive 
enough to suit most tastes. The least 
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—From The Hardware 
Age Platform 


even listed on the sheet,” said 
Arthur E. Wolf, owner, “simply 
because we list such an extensive 
variety of things we can do. A 
lady asked us if we could supply 


expensive and very popular type is 
the ordinary stake sign that is driven 
into the lawn facing the street. It 
may bear the name of the home 
owner or the street number of the 
house. Any combination of letter 
and background colors may be used. 
These signs cost Mr. Swartz $1.35 
and retail at $2.75, so that there is a 
good profit for both the sign painter 
and the store. 

Another popular type is the sign 


9.8. FRANKLIN 
1118 


A Lyons sign in actual use 


ervice and Repair Work 


a man to trim down her garage 
doors and we told her we could. 
She said she had one of the cir- 
culars but did not see this work 
listed. 

“Our repair services are profit- 
able to us. We charge fair prices 
and few other stores are willing 
to bother with this type of work. 
People get to depend upon us and. 
as a result, they think of us first 
for many of their other wants. It 
is necessary to carry a satisfactory 
stock so that customers’ demands 
for other merchandise can be 
taken care of, otherwise a mer- 
chant will lose much of the value 
of the repair service department 
as a traffic builder.” 


New Business in Residential Signs 


suspended by small brass chains 
from a cross-arm. Instead of having 
painted lettering, these signs often 
have raised letters, made by cutting 
the individual letters out of wood 
and fastening them on the sign. 
These can be either block or fancy 
letters. Signs of this type sell for 
about $3.50. If the name is put on 
both side of the sign the price 
amounts to $5. 

The most expensive letters are 
those with glass buttons which re- 
flect light at night. These sell at 
$0.95 per letter in addition to the 
regular cost of the sign itself. But 
even at this added cost, reflecting 
signs are popular, because they show 
up clearly at night from the reflected 
lights of automobile headlamps. 


Taking Orders 


In taking orders for name signs. 
Mr. Swartz uses a regular sales slip. 
On it he draws a diagram of the type 
of sign desired with the name or 
house number it is to bear printed 
clearly on the cross member. The 
color of the background and letter 
ing is also noted on the slip. 
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Some Interesting Clippings 


Found Among the Papers 


of Thomas Jefferson 


; late William K. 


Bixby, of St. Louis, was a well 
known international collector of 
rare original manuscripts. He 
owned a famous collection. 

It was my good fortune to know 
him well and to have access to this 
collection. At that time I was in 
the hardware business in St. Louis 
and one day Mr. Bixby showed me 
a number of letters and other 


By SAUNDERS NORVELL 


papers written by Thomas Jeffer- 
son. Among these papers were a 
number of clippings about the cur- 
rent prices of nails, brads and 
“sprigs” — (I wonder what a 
“sprig” can be) in Philadelphia in 
the year 1775. 

These clippings are interesting 
in themselves, giving the selling 


prices, manufacturing costs and 
daily production of nails, etc., 
some 150 years ago. It would 
seem Mr. Jefferson was making a 
study for tariff purposes. Mr. 
Bixby gave me these old clippings 
and I filed them away only to 
bring them to light a few weeks 
ago. 

But even more interesting in 
turning over the advertisement in 


The bill head for a Philadelphia hardware wholesaler 
in 1775. Note prices “for cash or short credit”. 
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Col. Wadsworth 
gets prices on 
quite an assort- 
ment from Sam 
Ogden of New 
York, Aug. 3, 
1786. Note the 
list of nails to 
the pound. 








Thos. Seaman 

sells cut nails by 

the keg at cut 

prices for cash 

only in Norfolk, 

Va., on May 25, 
1807. 
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Production of 
work men per 
day — all of it 
hammered out by 
hand. This was 
before the devel- 
opment of ma- 
chinery to cut 
nails. 
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Joseph Heddon, 
Newark, gives 
prices in 1775. 
Note “A man’s 
task per day”. 
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Big Increase in 
bit te 











years, .22 
caliber target shooting has 
shown a tremendous increase. 


In the past few 


New rifle clubs have been 
formed all over the country, 
Smallbore matches are get- 
ting bigger attendances than 
ever before. Posts, fraternal 
organizations, industrial or- 
ganizations, summer camps, 
schools, colleges and many 
other grouvs are organizing 
clubs and building ranges. 

This is one of the most 
promising developments of 
today for new business for 
sporting arms and ammuni- 
tion dealers. 

In many cases, dealers 
have actively assisted their 
shooter customers in form- 
ing rifle clubs. Remington 
has complete literature on 
forming such clubs and build- 
ing ranges. If you are in- 
terested, write us for this 
material, then show it to 
some of your most enthusias- 
tic shooter customers. If they 
decide to start a club, you 
will have built up a large 
year round market for guns, 
ammunition, other shooting 
supplies, plus materials used 
in construction of ranges. 


1 ALWAYS WANTED 
A 8B GUN. GOT ONE 

THATS NOT TOO 
POWERFUL ? 








“‘Kleanbore”’ 
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Did you feel this way too? 


When we were young, taking a bath 
seemed a terrible nuisance. You’d only go 
out and get dirty all over again! 

And we thought: Wouldn’t it be great if 
people in doing their work, would get 
cleaner instead of dirtier! Automobiles, 
instead of needing a polish, would simply 
glisten more every day. Window panes 
never would get dingy—they’d stay clean 
all the time. What a lot of work that 
would save! 

Well, we’ve grown up and we know that 
that particular miracle has not come to 
pass. At least not quite. But the miracle 
has come to pass as far as ammunition is 
concerned. 

The gun we had as a kid took a lot of 
time and elbow grease to keep clean. And 
we had to go through the whole rigmarole 
every time we fired a shot. Otherwise that 
barrel would have been as dirty as we 
were after a tramp in the woods. And its 
accuracy wouldn’t have lasted long. 

But then came our miracle—Kleanbore 
.22’s. Today, no matter how much we 
shoot, the barrel stays clean and bright 
and accurate; instead of fouling the bar- 
rel, each shot adds to its protection. 

Now ... if we were still a boy, we’d 
probably wonder why they didn’t solve 
the bath situation, too. 


A Remington Dealer Letter with a timely message 
for you will appear on this _— each issue. 
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name “Parker” 


shotguns. 


and finished to 
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Parker gun or Catalogue. 
8S. Pat. Off. by Remington Arms Co., Inc., 


are Reg. U 


““Hi-Speed”’ 


FINEST SHOTGUN MADE | 
THE PARKER 





There are a surprising num- 
sportsmen who de- 
equipment 
made for their favorite sport. 
Among these sportsmen, the 
stands for 
the world’s highest quality 
in double and single barrel 
Every Parker is a 
personality in fine metal and 
choice wood shaped and fitted 
by craftsmen with incredible 


criti- 
hen you want to 
make a sale to the discrimi- 
nating shooter who demands 
lifetime service, show him a 





The Importance 
of Velocity in .22 
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Proper velocity in a .22 rim- 
fire ammunition plays an im- 
portant role in giving satis- 
factory performance. It af- 
fects the power, the range, 
the trajectory, the penetra- 
tion and the accuracy under 
hunting conditions. 

Remington Kleanbore Hi- 
Speed .22’s (as the name Hi- 
Speed indicates) has an ex- 
ceptionally high velocity. 
The chart shown above shows 
that clearly. Even the short 
cartridge has a higher veloc- 
ity than standard long rifle 
loads! 

This high velocity results 
directly in greater power-— 
the power for which Klean- 
bore Hi-Speed .22’s have be- 
come so famous. It also gives 
much greater range. “Klean- 
bore” Hi-Speed .22’s add fully 
100 yards to the accurate 
range of a rifle. 

Another important advan- 
tage resulting from fast ve- 
locity is flat trajectory. 

Finally, fast velocity 
greatly increases penetration. 
A Kleanbore Hi-Speed _ .22 
will actually penetrate eight 
s inch pine planks! No won- 
der they’re so popular with 
shooters! 


a 


Knives That Hunters 
Will Go For! 





No one needs or appreciates 
a good knife more than a 
hunter. Remington makes a 
full line of sheath, clasp and 
skinning knives for the 
sportsman. These knives 
have the razor sharp edges 
for which Remington cutlery 
is famous. They are designed 
and tempered for the rough 
service an outdoorsman gives 
his knife. Display them prom- 
inently before and during the 
hunting season. You’ll find 
they’re real sellers! 


Bridgeport, Conn. 
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a local paper dated 1807—(eight 
years before the battle of Water- 
loo) I found what was evidently a 
part of an editorial which I here- 
with copy verbatim: 





Military Training 


“It is only after long, severe 
and various conflicts in actual 
war that experience has supplied 
the wants of previous education 
in military affairs; France lost 
200,000 men before Hoche, or 
Brune, or Desaix, or Moreau 
were heard of; the purchase was 
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Above are more prices, January 21, 1793. Below is some very fancy 
writing but no place or date. The dates of all these quotations run from 
1775 to 1807—32 years. These clippings were taken from among files of 
Thomas Jefferson’s papers, letters, etc. about 1910 by William Bixby of 
St. Louis, Mo. It is supposed that Thomas Jefferson was making a tariff 
study at the time he acquired these clippings. 
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dear, and even these newly dis- 
covered generals were formed in 
a school, where able masters and 
veteran soldiers had led the war, 
and established that discipline, 
upon which they, after adopting 
the old, made new improve- 
ments. 

“To render the Virginia 
Armory really useful and effec- 
tive, the youth of Virginia 
should show that they are not 
all desirous of being officers, as 
was exhibited from other quar- 
ters some ten years ago—before 
they understand even the ele- 
ments of military organization 





or movement; they should like 
the youth of Sparta and Athens 
and of Rome in her days of 
true and glorious pride, not dis- 
dain to acquire the rude ele- 
ments of skill before they aspire 
to the more refined. Why should 
not the youth of Virginia form 
associations in convenient dis- 
tricts for the acquirement of the 
knowledge of arms; the first ele- 
ments are simple; the practice 
would be a recreation, much 
more creditable than those ex- 
hibitions which were some time 
ago too prevalent. The animat- 
ing idea of patriotism would ac- 
company them in their recrea- 
tions, and society would feel 
doubly assured in the intelli- 
gence and valor of her youth. 

The fatigue of a week’s military 

training in a quarter of a year 

are not so great as those often 
incur-—” (cut off here). 

It would seem that the problem 
of training our young men for war, 
in time of peace, was uppermost 
in the minds of our forefathers 
133 years ago. Also note remarks 
about “military improvements.” 

Verily “There’s nothing new 
under the sun.” 
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Nicholas Hallam believes in ad- 
vertising. His place Richmond, 
Va., May, 1887. On the back of 
this ad was the article about mili- 
tary training for young men at the 
“Virginia Armory”. 
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WRITE FOR YOUR COPY! SPORTING GOODS 
Serving the Heart 
of America’s 
Vacationland 


OPEN HOUSE! 


Steady growth necessitates our moving to 
new and larger quarters. We're holding 
"Open House September 27, 28 and 29, 
during the Hunters and Winter Sports 
Show. All of the major sporting goods lines 
on display in our modern sample room. 
Drop in and get acquainted! 








Centrally Located 


Our new home is centrally located in Chi- 
cago—a few blocks north of the Merchan- 
dise Mart. Convenient parking. 


If You Sell Sporting Goods This Will Interest You! 


Years ago we sensed the need for an exclusive sporting goods 
jobber who understands the dealer's problems. The soundness of 
EE en Ny ney om this idea is reflected in our steady growth. Now, with new quar- 
Ashaway Line & Twine Co. ters and a larger personnel, we are in position to put your sport- 
Chain 'D* Lakes Fishing Tackle ing goods department on a more profitable basis. 


Coleman Lamp & Stove Co. 
Creek Chub Bait Co. 


DISTRIBUTORS FOR: 


It is no longer necessary to thumb through a catalog containing 


Deita Electric Co. 


Enterprise Manufacturing Co. 


Gephart Manufacturing Co. 
B. F. Gladding & Co., Inc. 
James Heddon’s Sons 
Hillerich & Bradsby Co. 
Hood Rubber Co. 

Hortom Manufacturing Co. 
Montague Rod & Reel Co. 
National Carbon Co. 
Nestor Johnson Skate Co. 
Norwich Line Co. 

Pachner & Koller, Inc. 
Peters Ammunition 

Premax Rods e 
Red Head Brand Clothing 
Remington Guns & Cutlery 
South Bend Bait Co. 
Weber Lifelike Fiy Co. 


And MANY OTHER LINES 


several thousand pages of general merchandise. Our catalog 
shows sporting goods only—Complete Lines that enable you 
to give your customers exactly what they want. Equally impor- 
tant, our salesmen are specialists in sporting goods—can advise 
you intelligently on your problems. 


Send today for full particulars. There is no obligation. 


New Address: 223-233 W. Erie Street, Chicago (Phone Superior 7045) 
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Observe National Fire Prevention 
Week, October 6-12. and you 


will both perform a civic duty 









and increase traffic and sales 





This fire in Camden, N. J., 
was responsible for the 
loss of six lives and dam- 
age totaling $1,500,000. 
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Estimation of Annual Fire 
Losses by Causes 
DO 
Cause No. Fires Loss 
Chimneys, flues—defective, overheated 54,000 $15,400,000 
Sparks on roofs 63,000 9,800,000 
Defective or overheated heaters 27,000 9,900,000 
Rubbish ' 19,000 2,900,000 
Combustibles near heaters 12,000 2,460,000 
Open lights, flames, sparks 9,000 1,800,000 
Hot ashes, coals 15,700 2,900,000 
Oil burners 7,000 1,450,000 
Smoking 90,000 14,800,000 
Matches 34,000 4,860,000 
O staggeringly high ee 47,500 23,100,000 
-. the tt Gan fonts ee ectrical appliances, motors 23,000 2,100,000 
- the annual fire los . in the United Flammable liquids, misc., including home 
States, that a division of a sum dry cleaning and starting fire 27,600 6,700,000 
equal to that loss, would provide Torches, welding 7,900 2,550,000 
Sail Adicaie, Stik tea Sl Films 1,000 150,000 
cat person ~ 1€ and wil an Lamps and stoves 22,000 6,100,000 
amount exceeding $2.00. Much Gas and appliances 4,000 800,000 
of this loss c > eliminz : Grease, tar, etc. 11,000 3,700,000 
this loss could be eliminated if Spontaneous ignition 20,000 17,100,000 
more people were on the lookout Fireworks 1,400 160,000 
for effective means of fire preven- cS 36,900 10,600,000 
: so s0 Si i , awing pipes * 1,000 200,000 
tion, for it is definitely known that Svarks trom: machinery, friction 3,000 2,970,000 
many devastating conflagrations Incendiary, suspicious 8,000 9,100,000 
could have been avoided had it not a et —— enc 
= Sai PRT,” oaeg xplosions 8, A a 
ae for ~ atone and -~ apeties 25,000 9°700,000 
— Oo people conc eee re Miscellaneous 10,000 5,600,000 
prevention methods. Even more inns oo Gneaaeaaee 
tragic is the fact that more than — (National Fire Protection Ass'n) 660,008: FI0E,SOR, 
10.000 persons lose their lives 
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each year in the United States. 
in or as the result of fires. 

A startling picture is presented 
by a comparison of fire loss fig- 
ures, in the United States, for the 
decade 1930-1939. Fire damage. 
in 1930, totaled $501,980,000, but 
showed a steady decline until 1935 
when the loss was $235,263,000. 
In 1936 the record was not so 
good for losses mounted to $266.- 
659,000. In 1937 they dropped 
again and then started on another 
upward trend. In speaking of the 
10,000 lives lost each year in fires 
a bulletin of the National Fire 
Protection Association says. “The 
largest percentage of these per- 
sons died in or about their own 
homes when their clothing became 
ignited from burning rubbish. 
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This Narberth, Pa., fire started in a cellar, did $25,000 damage 
and wrecked five stores. Fire prevention lessens such hazards. 


bonfires, open fireplaces, burning 
matches or cigarettes. Many died 
as a result of smoking in bed. 
The careless use of flammable liq- 
uids such as cleaning with gaso- 
line and kindling fires with kero- 
sene took large tolls as usual. 
Hundreds died when they became 
entrapped by fire in their own 


homes.” 


Dwelling Fires 


Statistics indicate that the num- 
her of dwelling fires has increased 
per cent in the past 10 years. 
Losses in urban districts are said 
to average $200 per fire while the 
average in the rural areas is 
$1,000. emphasizing the fact that 


greater distance from fire fighting 


equipment is definitely responsible 
for the higher losses in the rural 
sections. This is good ammunition 
to use in selling the idea, par- 
ticularly in the rural districts, of 
the necessity for adequate home 
fire protection in the form of the 
proper fire extinguisher equip- 
ment. 

To again focus attention of all 
people, in this country, on the 
need for intelligent fire prevention 
the 29th observance of Fire Pre- 
vention Week will be held October 
6-12. 1940. This great national 
event offers the hardware dealer 
an excellent opportunity, in fact 
an obligation, to help his com- 
munity reduce its fire losses. Hard- 
ware dealers could and should de- 
vote some window display space 
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(Courtesy Buffalo Fire Appliance Corp.) 


A Fire Prevention Week display used last year in which the official poster was displayed. This 
simple display showed a variety of fire protection items. These, together with statistical data, fire- 
scarred models of homes, etc., would make an effective hardware store display. 


to the fire prevention story, prior 
to and during that week. Use a 
window display to show your cus- 
tomers and friends how they can 
eliminate and minimize the dan- 
gers of avoidable fires. Emphasize 
the fact that it is their obligation 
as citizens to consider ways and 
means of preventing fires in their 
homes and business places. Present 
the facts as to annual fire losses, 
in this country, in some manner 
in your store. Here are the esti- 
mated totals from 1930 to 1939, 
inclusive: 
1930 $501,980,000 
1931 $451,643,000 
1932 $400,859,000 
1933 $271,453,000 
1934 $271,197,000 
1935 $235,263,000 
1936 $266,659,000 
1937 $254,959,000 
1938 $265,591 ,000 
1939 $274,943,000 
The foregoing totals, publicized 
in your show windows, in local 
newspapers, and in the display 
windows of other merchants, 
would doubtless help to awaken 
many in your community to the 
importance of fire prevention. 
And, if you can obtain data for 
the same period on the extent of 
local fire losses, this information 
could also be displayed, in com- 


48 


pelling fashion. If your com- 
munity’s fire record loss has shown 
a steady decrease in the past 10 
years, there is still room for im- 
provement. However, in the event 
that your community’s losses have 
been increasing during the past 
decade, as has been the case in too 
many communities, you have a 
good opportunity, by tying in 
with Fire Prevention Week, to 
really help make your town or 
city a safer place in which to live 
and conduct business. Point out 
to your community’s home owners 
that of an estimated total of 660,- 
000 fires in this country in 1938, 
more than half, or 389,000 were 
in hotels, apartments and private 
homes. 


The Week’s Sponsors 


Fire Prevention Week is spon- 
sored by the National Board of 
Fire Underwriters and the Na- 
tional Fire Protection Association 
with the cooperation of insur- 
ance companies, safety councils, 
schools, fire fighting and fire pre- 
vention equipment manufacturers 
and various other types of organ- 
izations. To help put across ob- 
servance of Fire Prevention Week 
in your community, enlist the aid 
of insurance agents, fire and police 


departments, and all types of civic, 
social, business, religious, politi- 
cal, fraternal, scout and veterans’ 
groups. If leading citizens can be 
induced to support the idea, your 
local school authorities would 
probably be willing to have an 
essay or poster contest in connec- 
tion with the event. 

By supplementing displays of 
fire loss data, both local and na- 
tional, with equipment for fighting 
and preventing fire, the hardware 
dealer can sell both Fire Preven- 
tion Week and merchandise he 
regularly carries in stock. Mer- 
chandise that could and should be 
displayed before and during that 
week includes fire extinguishers— 
both chemical and liquid types— 
fireproof waste containers, weath- 
erstripping, modern gas, electrical, 
oil and coal appliances, flashlights, 
garden hose, electric lamps and 
numerous other modern home and 
industrial items. 

Some of the above mentioned 
items are of particular value to 
home owners, although many are 
of interest to business houses, 
merchants, institutional managers 
and other classes of purchasers. 
For use in a variety of commer- 
cial, industrial and public build- 
ings, etc., there are fire doors and 
fire door hardware. These could 
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Rw 
AUTOMATIC 
Fire Door 


Equipment 


Automatic closing . . . that’s the certain protection af- 
forded by R-W equipment. The doors close themselves 
at any temperature desired; they cannot fail! When 
closed, FyeR-Wall doors stop the passage of fire. Con- 
structed with heavy corrugated galvanized sheets with 
thick sheet-asbestos between, yet they cost no more than 
tin-clad doors. No maintenance cost; and guaranteed 
for 25 years! 





“Quality leaves 
its imprin’’ 


Profit Opportunity For Dealers 


Because R-W equipment earns 15% to 25% lower in- 
surance rates and because it meets every conce‘vable 
condition and provides certain protection, you'll find it 
easy to sell. Every building in your community where 
there is danger of fire spread is a prospect. Get com- 
plete details on this profit-making line now. Write for 
catalog. 


Richards-Wilcox Mfg. Co. 


“A MANGER FOR ANY DOOR THAT $4106 5" 
AURORA, ILLINOIS, U.S.A. 
Branches: New York Chicago Boston Philadelphia Cleveland Cincinnati 
fadianapolis St.Louis New Orleans Des Moines Minzeapolis Kansas City 
Los Angeles San Francisco Omaha Seattle Detroit Atlanta Pittsburgh 
Milwaukee Richards-Wilcox Canadian Co., Ltd., London, Ont., Montreal, Winnipeg 


Note rigid construction 1880 

of Fye-R-Wall doors SIXTY YEARS 
with heavy steel frame. 

They cost no more than 1940 
tin-clad doors. 





— International 
_ ee Fire Prevention 
} ce Week 
October 6 to 12 
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be featured in your window dis- 
play by the use of photos of in- 
stallations, if necessary. Fusible 
link closers would he excellent 
items for display together with ex- 
planation of their function and 
operation. The National Board 
of Fire Underwriters and other co- 
operating organizations have avail- 
able for the use of interested peo- 
ple official Fire Prevention Week 
posters for which no charge is 
made. These posters in your stores 
and in your show windows are 
excellent aids in calling attention 
to the observance of this national 
event. If there is a nearby vacant 
store building you might be able 
to obtain the use of its windows 
for showing fire prevention mate- 
rials. 

Spontaneous combustion is a 
frequent cause of fires and you 
could well feature in your display 
some of the equipment used to 
eliminate and prevent fires result- 
ing from this cause. Explain in 
such a display just how various 
items in your stock can be used 
to prevent spontanecus combus- 
tion. In such a display you might 
feature rubbish burners, steel stor- 
age cabinets for oils, paints and 


Saginaw, Mich., 
high school stu- 
dents receive in- 
structionsin 
charging a soda- 
acid type extin- 
guisher. These 
young men are 
future customers 
for such equip- 
ment. 


gasoline, cleaning compounds, 
mops, brooms, dusters. etc. 
Ammunition for waging the 
local fire prevention fight can be 
obtained from the Safety Research 
Institute, 420 Lexington Ave.. New 
York City; National Fire Protec- 
tion Association, 60 Batterymarch 
St., Boston, Mass., and the Na- 
tional Board of Fire Underwriters, 
85 John St.. New York City. These 
and other interested organizations 


point out that machinery that be- 


(Courtesy Westinghouse Electric & Mfy. Co.) 


Fire fighters in East Pittsburgh, Pa., putting out 
an oil fire with a 2%4-gallon foam extinguisher. 


(Courtesy Safety Rescarch Institute) 


overheated for lack of 
proper oil, soot laden chimneys 
and flues, uninsulated furnace 
pipes, defective electrical wiring. 
careless storage of matches, and 
carelessly discarded lighted cigar- 
ettes are among the many and fre- 
quent causes of sudden disastrous 
conflagrations. With very little 
effort, you and your fellow mer- 
chants could probably sell the 
local Boy Scout and Girl Scout 
troops on the idea of looking for 
examples of rubbish heaps, ob- 
structed fire escapes and other fire 
hazards in your community and 
of having the more self confident 
Boy Scouts discuss these hazards 
with the people on whose property 
they exist. 

Obviously, one of the most ef- 
fective means of fighting fires and 
preventing their spread is the use 
of the right type of fire extin- 
guisher. Prompt use of the proper 
extinguisher could and would stop 
many slight blazes before they 
spread with lightning-like speed 
throughout entire buildings. Fire 
extinguishers, in order to be of 
real value to the users, should be 
located in convenient and easily 
accessible places. When a dealer 
sells a fire extinguisher that has 
to be recharged, at regular inter- 
vals, he should emphasize that fact 
to the purchaser. One excellent 
thing about the sale of extinguish- 
ers is the fact that they also pro- 
vide a market for replacement 
parts and recharging materials. 
The Safety Research Institute sug- 
gests that when it is time for re- 
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charging extinguishers or replac- 
ing damaged parts, materials sup- 
plied by the manufacturer of those 
units should be used. It is also 
emphasized that the contents of 
frozen extinguishers should be 
emptied by taking off the caps, 
after which the owners should send 
the extinguishers to the manufac- 
turers for inspection and repair. 

The Safety Research Institute 
points out that extinguishers hav- 
ing labels reading, “Underwriters” 
Laboratories Inspected” and the 
letters “F.M.” in a diamond 
shaped design have been tested by 
recognized fire protection author- 
ities and conform to accepted 
standards, including those of the 
U. S. Government. Kitchens, where 
grease fires may occur, should be 
protected by vaporizing-liquid or 
foam extinguishers. The chemical 
solution extinguisher is suitable 
for safeguarding the living quar- 
ters of the home and other heated 
buildings. However, some form 
of anti-freeze extinguisher should 
be installed in buildings that are 
not heated in cold weather. Pro- 
tection for garages, oil and paint 
storage places and other places 
where flammable liquid fires may 
occur can be provided by use of 
vaporizing-liquid or loaded-stream 
extinguishers, or, if the premises 
are heated in cold weather, by 
foam extinguishers. A vaporizing- 
liquid extinguisher should be used 
to protect each electric switch- 
board and motor, and each car, 
truck, tractor and motor boat. 

An extinguisher of the right 
type in the kitchen, in the base- 
ment, and on each floor in the 
living quarters will provide good 





Community 


Instead of donating rummage 
items to church or charity organ- 
izations, merchants of Battle 
Creek, Mich.. decided to hold a 
community rummage sale at a 
downtown location, and to give 
the proceeds of such a sale to 
themselves. Under the plan, vari- 
eus merchants donated approxi- 
mately $10,000 in rummage items. 
which were sold at one-third of 
retail price, and netting the mer- 
chants about $3,000. This money 
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protection for a home, but to 
secure enough protection for a 
farm, especially if it is far from 
outside help, it is well to consult 
a representative of a reliable fire 
extinguisher manufacturer or a 
local fire insurance agent for as- 
sistance in the proper selection of 
the necessary units. 

Dealers might familiarize them- 
selves with the following sugges- 
tions, from the Safety Research 


Institute, as to the proper use of . 


extinguishers so they may pass the 
information on to purchasers: “In 
fighting fires in ordinary combus- 
tible materials with a fire extin- 
guisher always direct the stream 
at the base of the flames so that 
the burning materials will be 
cooled and quenched. In fighting 
fires in flammable liquids, be sure 
that you use the right type of ex- 
tinguisher, since, if water is 
thrown on the flames, it will mere- 
ly scatter them and make matters 
worse. If the burning liquid is 
in an open pan, pail, or tank, play 
the stream from the extinguisher 
on the inside wall of the container 
just above the burning surface. If 
the burning liquid has been spilled 
on the floor or ground, play the 
stream on the edge of the liquid 
nearest you and slowly move for- 
ward, moving the stream from 
side to side, until the entire area 
has been covered.” 

As part of your own personal 
efforts toward observing Fire 
Prevention Week it would be 
worth while to check your own 
store and your own home for pos- 
sible fire hazards, both for your 
own good and for the benefit of 
your community. 














KLEIN’S 
No. 201NE 
Streamlined 
Side Cutting 
Plier 












Pliers for every requirement are 


availabl with this well known and 





| 
| 
| 
preferred trademark 


KLEINS “Since 1857" 






A small assortment of the popular 





| 

| ; ‘ 

| numbers will take care of practically 
| 

} all your plier requirements and make 





your store headquarters for fine tools. 













KLEIN’S 














Rummage Sale 


was put into a cooperative fund to 
help finance cooperative retail 
sales throughout the coming year. 
Items sold at the rummage in- 
cluded automobiles, refrigerators, 
radios, shoes, clothes, dry goods, 
etc. The cooperating merchants 
also donated 50 trained sales per- 
sons for the sale, with a general 
sales manager to handle the entire 
affair. Merchants were so well 
pleased with this sale that they de- 
cided to hold it again next year. 
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Mathias Klein & Sons 


Established 18 © Chicago, I U.S.A 











3200 Belmont Avenue, Chicago, Ill. 








GREATER 
PROFITS 
with 


MYERS 


When a prospect for a water system steps into your store or 
when you visit him at his home or farm—you have his complete 


confidence when you offer him a MYERS. 


You don't have to apologize or side step any questions he may 
ask you about construction, operation, economy or dependability. 
Myers quality takes care of this for you. That's why so many deal- 
ers now sell and install Myers Water Systems exclusively. They 
stick to the line of least resistance for sales and profits. The line 
that sets the standard for quality—the line that has maintained a 
position of leadership by exceptional values in performance satis- 
faction—the line that can be sold with confidence to the home 
owner, the farmer or to anyone else for that matter who is a pros- 
pect for dependable water facilities for any purpose. 


Each year finds many new features—many new improvements 
added to the Myers line. Each year finds many new markets for 
Myers Water Systems. Each year finds many new dealers selling 
them. For greater profits it's time to get on the line with Myers. 
Ask your distributor or write us for catalog and information. 


THEF.E.LMYERS & BRO. co. 


ASHLAND, OHIO. 
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PUMPS WATER po AU NS ERS 




















; “MYERS wins / 


PUMPS — WATER SYSTEMS - SPR: SPRAYERS —HAY TOOLS — DOOR HANGERS 
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“SHOVEL LEANERS” 


in the Hardware Business 


There is too much leaning upon 
economic excuses or hopes, fut- 
ure outlooks or public policies 


By MAX WASHBURN* 
Cleveland Hardware Co., 


Shelby, N. C. 


MAX WASHBURN 


L. is altogether pos- 
sible that the current talk of 
W.P.A. is neither just nor funny, 
but even were it so, it is not only 
there that shovel leaning is done. 
The hardware business also has 
its shovels on which, at times, 
it is tempted to lean. Most of the 


*From his address as retiring presi- 
dent of the Hardware Association of 


the Carolinas, Charleston, S. C., June 
11, 1940. 
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“Most of us, in some manner, are leaning on shovels.” - 


men you and I know on W.P.A. 
are capable of more _ impor- 
tant things than using a shovel 
and would prefer other employ- 
ment. Just so, many a hardware 
man has not only the ability but 
the opportunity to do a better job 
than he is doing. The shovel of 
most important interest is the one 
that business leans on. The year 
1940 approaches its third quarter 
and it is yet to be demonstrated 
that all sections of American busi- 
ness even are trying to get back on 
the highway under their own 
power. 

The hardware dealer is like all 
other business men. Depending on 


some sort of outside help has be- 
come so general a habit that it 
has got every part of society 
somewhat down. Most of us, in 
some manner, are leaning on 
shovels — leaning on economic 
excuses or economic hopes, lean- 
ing on future outlooks, leaning 
on some sort of public policy. It 
is more or less epidemic in all 
classes of folks. It has but one 
source—the fond expectation that 
somebody or something is going 
to do for us what we shall finally 
have to do for ourselves. 

The trouble with most of the 
hardware dealers or managers is 
that they spend too much of their 


53 





time in buying and small detail 
work and not enough time and en- 
ergy in selling. It is shovel leaning 
-hoping our clerks will do our 
selling for us. There is a great deal 
of retail salesmanship which 
should rank with the best profes- 
sions. True salesmanship requires 
study, training and the best quali- 
ties of mind and character. 
Another fault with most retail 
salespeople is that they never 


think of selling as a real career. 
They drift into it without any 
particular thought of its future 
possibilities. 


Young people should be taught 
that salesmanship is an art and a 
science. How many hardware peo- 
ple think of their jobs as something 
on which to use their imagination? 
Yet there is a wonderful field for 
that very quality in every hard- 
ware store in the world. There 
are few places where you can 
come closer to human nature. 
There are hundreds of chances 
in every week to show interest in 
your customers. 

The theme of our convention 
is to sell more hardware, house- 
wares, appliances, and _ paints. 





By ROBERT PILGRIM 


Copyright 1940 by Hardware Aye 








OriciNALLy THERE WERE 
1200 NAILS TO ‘THE AND!" 
IN THE OLD DAYS OF THE NAIL 
TRADE, “7HE HUNDRED" APPLIED 
TO NAILS, MEANT /20, OR SIX 
SCORE. SOTHERE WERE /200 
IN “THE THOUSANO" NAILS { 





COMPRISED THE FIRST CAN-OPENER! 
WHEN THE “TIN” CAN WAS FIRST INVENTED, 
THEY WERE MADE OF CAST IRON, AND NO 
SPEC/AL /MPLEMENT FOR OPENING THEM 
HAD YET BEEN PEV/SED, 








THE THIN TUNGSTEN 
FILAMENT OF AN ORDINARY 
“. ELECTRIC LIGHT BULB, 
WHEN LIT, IS 


\ 


MOLTEN STEEL! 





TWICE THE TEMPERATURE OF 


It'S AGIN’ THE LAW To HAVE 
POINTED PICKET FENCES 
IN SCRANTON, PA. 








Let me say right here, if you will 
pardon the personal reference, 
that more hardware dealers should 
get in the paint business. If you 
are already in it, get in it in a 
larger way. Display paint up at 
the front and make a sure enough 
paint department. Tie up with 
some nationally known and ad- 
vertised line. You will make more 
money in that department than in 
any other in your whole store. 
We are making more money on 
paints and accessories and they are 
bringing more people to our store 
than any other line. 

There is a lot of talk (mostly 
talk) about the passing of the 
Patman bill. I believe it is called 
H.R.I. Our National Retail Hard- 
ware Association is strongly in 
favor of getting it passed before 
our present Congress — personal- 
ly, I am opposed to the passage 
of any kind of tax bill or Pat- 
man bill on the chains, and | 
have no apology to make. The way 
I see it, some hardware dealers 
are seeking another kind of shovel 
on which to lean. If this bill is 
passed, I see a new depression. It 
would cause a new business 
slump by upsetting the balance of 
production and distribution. The 
enactment of this bill would bring 
dislocation and disruption so 
serious as to bring about a reces- 
sion in business of no mean mag- 
nitude. 

Our economy is, in many re- 
spects, a very delicate one and is 
easily subject to shock. The en- 
actment of this measure would 
cause a decline in local real estate 
values, would cause a loss of in- 
come to agricultural producers, 
would cause a drop in employ- 
ment, not merely in chains but 
also in manufacturing enterprises 
which have been developed pri- 
marily to serve the chain store 
market. The passage of this bill 
would tend to deepen the tax 
jungle by protecting the Federal 
Government into a new field of 
taxation. Already too many com- 
plications have arisen through the 
overlapping of Federal and State 
taxes. 

In the hardware business, just 
as it is in any business, the old 
waiting and hoping state of mind 

(Continued on page 94) 
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HERE’S HOW YOU CAN MAKE MORE MONEY THIS FALL! 


More and more dealers 


step up profits with 


Light Conditioning 


Service Units 


f drew: handy Light Conditioning serv- 
ice units are compact and economical. 
They show off your merchandise to great 
advantage—and best of all, bring more 
sales of lamps, fixtures, adaptors and lamp 
bulbs. 


There’s a wide-open market for low-cost 
lighting adaptors and bigger size G-E 
MAZDA lamps. With a very small invest- 
ment in merchandise, you have a variety of 
“hot” items that customers are demanding 
—that give you fast turnover and quick 
profits. : 


NEW LOW COS7 DISPLAY UNIT 


Actual Facts from typical dealers This compact unit takes up little floor space, yet enables you to display 


H an Seen 6 tow eenmnien of etn GR loads of profitable items in small area. Makes it easy for your custo- 
ere a - ju 9 7 - - : mers to buy. The G-E Light Conditioning Guide makes it easy for your 
Authorized Light Conditioning Service customers to buy more intelligently. This unit, ready to set up on your 


did for MAZDA lamp sales. (Percentages sales floor, is now reduced to $11.60 f.o.b. Newark, N. J. with a 
selection of fine merchandise. , 
are based on Ist Quarter sales of 1939 od el OR era Oe : 

d 1 a lt 40): Other styles in Light conditioning Service Displays, ready to set up, or 
compared to 1st Quarter sales of 19 P built to your own specifications. Give your customers this service— 
you'll pull many unsuspected dollars out of their pockets. Send for new 
sugeapennen seeemen os wecnanes booklet that describes profits to be made in Light Conditioning. 


. 











Radio store Middle Atlantic 53% 


Electric store......-SoOutheast....cccceoce 80% 


a a © G-E MAZDA LAMPS 


Hardware store Middlewest......... 90% 


Variety store....... East Coast : : GENERAL 46) ELECTRIC 


Hardware store New England 





General Electric Company, 
Dept. 166-HA-I, Nela Park, Cleveland, Ohio 

HOW YOU Please send me your new booklet for dealers “‘How You Too Can Profit with 
G-E Authorized Light-Conditioning Service.” 

TOO, CAN 


PROFIT 


seeeeeeeeaeesesasascad 
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Presenting Our Guest Editor 


By H. L. JOHNSON 
Proprietor, Orange Hardware Co. 
Orange, California 


Past President Southern Calif. 


Retail Hardware Association 


Whose Subject Is 


I Like to Sell Hardware 


I LIKE to sell hard- 
ware because I like people—like 
to be around them and talk to 
them. The constant aim of this 
organization is to be of material 
help in assisting people in their 


hardware problems. This liking 
to sell hardware is so deep that 
there is never an interest in mak- 
ing a sale. The interest is always 
to make a customer. 

Competition is keen in and 
around my home town, due to the 
close proximity of so many out- 
standing hardware and home fur- 
nishing stores. Orange is a com- 
paratively small town, a fruit 
growing district as the name im- 
plies. A few minutes in one di- 
rection is the larger city of Santa 
Ana. Long Beach, Riverside and 
even Los Angeles are all within 
short driving distances, so in or- 
der to make satisfied customers, 
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who will be worth while repeat 
patrons, this business is faced with 
one problem, common to many 
hardware stores similarly situated, 
viz: 

How to maké people respect our 
business policy and judgment as 
buyers. 

How to develop confidence in 
the establishment among the peo- 
ple of our trading community. 

This is our working solution. A 
closely knit organization of train- 
ed sales specialists. Immediate ad- 
justment to the customer’s view- 
point (What they like,—How they 
like to be served). 

The most pitiful thing in hard- 
ware retailing is a customer who 
knows more about an item or 
hardware problem than does the 
salesperson. Next is the clerk who 
does not immediately respond or 
grasp the needs of a patron. 


H. L. JOHNSON 


Even in a comparatively small 
organization, it is possible to have 
a sales crew which possesses a 
sound knowledge of certain spe- 
cialities and whose members also 
have an enthusiastic approach to 
their trade. 

There are several ways sales 
people can get first hand depend- 
able information on certain mer- 
chandise. The most practical way 
is to spend several days right in 
the plant where the product is 
made. Manufacturers are more 
than willing to cooperate on this 
score. Next is to analyze the mar- 
ket within the store’s sales scope 
for the kinds and types of mer- 
chandise best suited for the great- 
est number of profitable custom- 
ers, then specialize on that selec- 
tion. A good hobby always brings 
in other people similarly interest- 
ed, people, who when they do find 
sympathetic sales response on their 
hobbies, will immediately adopt 
the store as their hardware source 
of supply. 

To illustrate, I like deep sea 
fishing, while one of our boys on 
the floor likes fresh water fishing, 

(Continued on page 95) 
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See it mentioned this fall in Nicholson ads in 

The Saturday Evening Post, Country Gentle- 

man, Popular Science and Popular Mechanics. 
Here’s a brand-new display for Nicholson or Black 
Diamond Slim Taper Saw Files that commands a lot of 
attention yet takes up little stand-up or hang-up space 
(flat dimensions only 814 x 1114 inches). 

Easy to set up . . . just stick the file tangs into the 
curved strip of corrugated board that fastens to the 
card-back. Refill as files sell (like hot cakes! ). 

These popular triangular files have a wide use be- 
yond saw filing. Householders, mechanics, “hobbyists” 
comprise a big customer-field. The display will prove 
its drawing power from the first day you set it up. 
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SAW FILES 


It?s FREE — with any one of these assortments: 


Assortment No. 1 —2 dozen 6-inch Slim Tapers. 
Assortment No. 2—2 dozen 6-inch Extra-slim Tapers. 


Assortment No. 3—1 dozen 6-inch Slim Tapers and 
1 dozen Extra-slim Tapers. 


Price to you gives you your rightful mark-up. Order 
through your jobber — or mail us direct the order- 
coupon below. (State brand desired — Nicholson or 


Black Diamond.) 


NICHOLSON FILE CO., PROVIDENCE, R. L., 


. B As 
(Also Canadian Plant, Port Hope, Ontario) 


eater aera 


NICHOLSON npnett 7 

y St., Providence, Kh. *+ 
sO that I get a Saw File Display —, 
sctudinn at regular price, the 2 dozen files 


. 1 want them in 
ee te — Black Diamond Brand 
[) Nicholson Brand ‘ 

Neme —___—_—_—_- 
Address _—_ —_ 
My Jobber’s Name ——_—— -— 





377,200 NEW HOMES 
OIL BURNING 


: year, more 


than ever before, manufacturers 
of oil-burning space heaters in 
presenting their new lines, have 
also presented dealers with power- 
ful selling features that should 
send profit graphs upward. Nu- 
merous engineering advancements, 
mechanical improvements and 
modern styling combined with a 
greatly accelerated housing pro- 
gram, should assure a highly prof- 
itable year. 

While the market for space heat- 


The present day heater is an up-to- 
date efficient unit which performs 
many new service functions for the 
customer and its selling season is 
not limited. It warrants the same 
type of hard hitting promotion that 
is given to other major appliances. 


ers can only be estimated, it is 
certain that a sizable one exists, if 
only by virtue of the 1940 low- 
cost housing program which is 
estimated at 460,000 new dwell- 
ings. Of these, 82 per cent (or 





377,200 homes) will be in the 
price class under $6,000, where 
most of dealers’ heater sales can be 
made. In addition, heaters can be 
merchandised for use in apartment 


houses, auditoriums. camps. 





(Copyright 1939—-United Laeboratorics, Wichita, Kan.) 


Special weather zone map, issued by the Institute of Cooking and Heating Appliance 
Manufacturers, showing the approximate minimum B.T.U. per hour, per cubic foot of 
occupied space, required for dwellings of average construction. 
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churches, warehouses, co untr y 
schools, general stores, gasoline 
stations and innumerable other 
types of buildings. 

For reaching this market, deal- 
ers now have space heaters that 
are at the point where they war- 
rant the same type of hard hitting 
promotion that is given to other 
major appliances. The present- 
day heater is a thoroughly up-to- 
date, efficient unit, which will per- 
form many new service functions 
for the consumer. It is no longer 
merely demand or over-the-counter 
merchandise. Nor is there any 
longer a limited selling season. 


Summer Cooling 


Fan-forced heating, with its 
thorough heat distribution, is one 
of the strongest sales weapons and 
is even bigger news this year than 
last. A space heater unit with a 
fan or blower provides one of the 
best solutions to the heating prob- 
lem of most any home. To this 
there is the added story of sum- 
mer cooling, another feature which 
was highly effective in moving 
heaters during 1939 and which 
should be pushed even harder this 
season. 

With the ease and simplicity of 
oil or gas heating in the modern 
space heater, there is a selling 
point with which to interest the 
woman of the house and get her 
attention. And while talking heat- 
ers to women, the beautiful styling 
of 1940’s streamlined models is 
well worth emphasizing. 

The ease with which these heat- 
ers can be installed will likewise 
appeal strongly to the prospective 
buyer. For there are available 
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such advanced methods of distrib- 
uting heat uniformly that little 
more is required than plugging in 
a wall socket. Then too, the low 
initial cost and low operating cost, 
comfortable warmth in every cor- 
ner of every room, are all stop and 
buy signals for customers and its 
time to let them know about these 
things. 

Demonstrations are old stand- 
bys, and these new models are 
light, compact “package” units 
which are unusually convincing 
when demonstrated. For this rea- 
son, a working model in the store 
will prove most valuable. In this 
regard, also, it might be said that 
the new fan models are ideally 
suited for use with window and 
floor displays, especially those that 
are animated. The use of fans has 
made possible potentially “alive” 
exhibits that have tremendous at- 
tention value which will make 
store traffic and outside pedes- 
trains stop, look—and buy. 


Do It Right! 


But, to sell the heater of cor- 
rect capacity and to install it prop- 
erly should be foremost in the 
dealer’s mind. And dealers who 
have made an outstanding success 
selling oil heaters have been care- 
ful to sell the right heater for the 
job to be done and to see that it 
was properly installed. Obviously, 
this not only avoids costly service 
and calls but the resultant cus- 
tomer-satisfaction creates valuable 
word-of-mouth advertising. 

Circulating heaters, if designed 
to circulate air properly, are 
ideal for well-constructed homes 
with close-fitting doors and win- 


dows. Radiant heaters are best for 
loosely-built houses and semi-pub- 
lic places where doors are often 
opened and where there is little 
possibility for securing good cir- 
culation. There are also some very 
satisfactory combination models 
made either to circulate or radiate 
heated air, as desired. 

Samuel Dunckel, managing di- 
rector of the Institute of Cooking 
and Heating Appliance Manufac- 
turers, Washington, D. C., advises 
of two of the Institute’s accom- 
plishments designed to help deal- 
ers realize complete customer-sat- 
isfaction with heater purchases. 


Weather Zone Map 


A special weather zone map 
which makes it easy for a dealer 
to apply the efficiency of the heater 
he sells to the heating needs of his 
particular community, has been 
devised by the Institute’s standards 
committee. A careful weather and 
temperature study was made of the 
entire United States and four tem- 
perature zones were plotted as 
shown on the map, illustrated in 
this article. The amount of heat, 
expressed in B.t.u.’s required per 
hour to heat one cubic foot of oc- 
cupied space in dwellings of aver- 
age construction was determined 
for each zone. For instance, in a 
house of 4800 cu. ft. of space to 
be heated, and located in the “10 
B.t.u. zone,” the minimum heat re- 
quirement would be 10 by 4800 or 
48,000 B.t.u.’s per hour. 

Thus, with a standard rating on 
the efficiency of heaters and a defi- 
nite knowledge of the local mini- 
mum requirements for satisfactory 
heating service, dealers are able to 
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recommend the correct heater, in 
size and efficiency, to meet your 
customer’s requirements. Such 
knowledge will also enable you to 
determine which models are most 
suitable for your trade, and which 
will be the most popular sellers. 
This should mean fewer carry- 
overs, less dead or inactive models, 
and more profit from your oil 
heater business. 

Another contribution of the In- 
stitute’s standards committee is a 
standard efficiency rating for pot- 
type oil heaters. The code pro- 
vides that all heaters must be rated 





ALLEN MFG. CO. 
NASHVILLE, TENN. 

A new DeLuxe “Twin-Eight” 
and “Twin-Ten” oil burning 
heater is announced by the Al- 
len Mfg. Co., Nashville, Tenn. 
Compact in design, they are fin- 
ished in two-tone, porcelain en- 
amel. Each heating unit is 
equipped with two heaters, in- 
dividually operated, to provide 
maximum heat in the coldest 
weather, with both units burn- 
ing, and to save oil in mild 
weather, by burning only one 
unit. The burners are of the 
“Breese” type, equipped with 
the Allen “Super - Charger.” 
Heat escape is said to be re- 
tarded by baffles and there is a 
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according to a definite procedure 
and with specified test equipment. 
Heater ratings and data are sub- 
mitted by the individual manufac- 
turers and this material is then 
checked by the United Laborator- 
ies of Wichita, Kan. If the test 
results meet the specifications set 
up in the code, the manufacturer 
is then permitted to use the rating 
seal of the Institute. Heaters so 
tested, the Institute states, have the 
same standards rating of heating 
efficiency and the dealer may be 
assured of authentic, reliable data. 

Contributions such as these and 








low flue outlet, which permits 
easy connection in a fireplace 





The Allen Mfg. Co. DeLuxe model 
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those of manufacturers to the sal- 
ability of their lines have made 
of 1940 space heaters, a new class 
of merchandise; have given it new 
sales possibilities and have sup- 
plied the basis for a new and 
aggressive sales program. 

As part of the contribution of 
HaRDWARD AGE, we present here 
what some of the manufacturers 
in this field are offering dealers 
this year. Those manufacturers 


and their products, which we can 
only briefly mention, are but a 
partial list of the companies serv- 
ing this huge market. 
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opening. Heater is built low 
and equipped with heat-director 
doors to warm the floors. Cir- 
culation takes place through a 
large grill at the top. 


AMERICAN GAS MACHINE CO., 
INC. 
ALBERT LEA, MINN. 


The “Sun Flame” line of the 
American Gas Machine Co., Inc., 
Albert Lea, Minn., consists of 
six models of “Solar-Zone’”’ cir- 
culators with giant burners, 
four models of radi-circulators 
also with giant burners, four 
models radiating heaters, and 
six models of console circula- 
tors. Illustrated is a “Solar- 
Zone” model. All “Solar-Zone” 
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models may be equipped with a 
circulating fan sold as an acces- 
sory. Giant burners are said to 
provide in addition to greater 
heating capacity, better com- 
bustion, cleaner fire, longer life, 
and faster heat-up. Model il- 
lustrated has a removable hu- 
midifier which may be used as 





“Solar Zone” model of the 
American Gas Machine Co. 


an all-purpose water reservoir. 
Other features are: large, 
louvered side doors which may 
be opened for direct heat; full 
view dial control; large “Sun 
Flame” door attached to the 
heat drum to facilitate lighting 
and servicing ; Economizer heat- 
ing unit; Detroit constant level 
fuel valve to maintain a con- 
stant flow of oil and which 
shuts off automatically. This 
valve, fuel tank, and draft con- 
nection are at back of heater. 
Fuel tank is removable in case 
connection to outside tank is 
desired. 


AUTOMATIC PRODUCTS CO. 
MILWAUKEE, WIS. 


Completely automatic heat 
regulation and room tempera- 
ture control within a two-degree 
variation of thermostatic set- 
ting are two of the features in- 
corporated in the new electric 
thermostatic heat control set 
being presented by the Automa- 
tic Products Co., Milwaukee, 
Wis. The set is compact, inex- 
pensive and easy to _ install. 
Available as a single packaged 
unit, or in part, installation of 
the control set can be made 
quickly and easily on any heat- 
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New electric thermostatic heat 
control set manufactured by Auto- 
matic Products Co. 


er using the Model 240 DR or 
240 D2 constant level oil con- 
trol. In addition to the top unit, 
the package also contains an at- 
tractive A-P, wall-type thermo- 
stat, transformer, and all neces- 
sary wire and staples. Simple, 
easy-to-follow instructions for 
installing and complete wiring 
diagrams are also included. 


COLEMAN LAMP AND STOVE CoO. 
WICHITA, KAN. 

Model No. 845, a radiant-cir- 
culator, announced by The Cole- 
man Lamp and Stove Co., Wich- 
ita, Kan., retails for $39.95. It 
has a maximum output of 27,- 
500 B.T.U. per hour and capac- 
ity of 7000 cu. ft. per hour 
warm air flow. Fuel tank ca- 
pacity is three gallons. Top of 
outside casing is formed into a 
lid to give quick and easy ac- 
cess to the combustion chamber, 
making it easy to light. Lid is 
weather stripped with asbestos. 
Fuel tank is in rear as is the 
“no stoop” manual heat control, 
automatic fuel control valve, all 
arranged to take up a minimum 
amount of space. Opening at 
bottom of casing gives access 
to inside for cleaning. 

The super-circulators in the 





The Coleman Lamp and Stove 
Co.’s Model 444. 





1940 line of the company are 
said to provide forced warm 
air circulation equal to a warm 
air basement furnace of like 
fuel capacity without use of 
moving parts of electricity. 
They have heat reflector doors, 
adjustable and aluminum lined 
to reflect radiant heat into a 
focused comfort zone. Con- 
struction of outer casing is 
said to create a natural chim- 
ney draft which produces more 
air pull to give a greater radi- 
ating surface. Heaters have 
low flame fuel-saver to permit 
50 per cent lower flame adjust- 
ment, prevent heat waste and 
to save fuel; automatic fuel 
control valve with adjustable 
fuel compensator to meter a 
uniform flow of fuel, prevent 
overflow and to cut down fuel 
costs. Choice of thermo or elec- 
tric (optional equipment at 
slight extra cost) to maintain 
an even, healthful warmth at 
any desired temperature. Au- 
tomatic draft control takes care 
of varying draft conditions. 
New type heat control operates 
like radio dial. Humidifier is 
built-in, standard on all circu- 
lating models. Finish is seal- 
brown duotone. Sides of outer 





Another prominent member of 
the Coleman line—Model 832. 


casing are drawn, curved, lap- 
ped and welded into one piece 
to give greater strength without 
weight increase. Arched grille 
top is removable for cleaning 
inside of heater. Price range 
of the Coleman line of heaters 
is from $39.95 for the small 
radiant-circulator model to 
$109.25 for the largest super- 
circulator Model No. 831. Illus- 
trated is Model 832. 


61 








One of the Duo-Therm Divi- 
sion, Motor Wheel Corp’s new 
models—the “Power-Air” unit. 


DUO THERM DIV., MOTOR WHEEL 
CORP. 
LANSING, MICH. 

3oth circulating and radiant 
type fuel oil heaters are includ- 
ed in the 1940 lines, totaling 15 
models, of the Duo-Therm Divi- 
sion, Motor Wheel Corp., Lans- 
ing, Mich. The circulators in- 
clude both upright and console- 
type units and also special 
models for tourist cabins and 
automobile travelers. Manufac- 
turer claims the following high- 
lights for the line: exclusive 


bias baffle burner standards of 


clean, silent, efficient perform- 
ance on all stages of fire; spe- 
cial waste stoppers for greater 
economy of operation; radiant 
doors on bath the upright con- 
sole circulators; an attractive. 
new, duo-tone, brown enamel] 
finish; handy, front dial con- 
trols; special gold striping and 
gold front paneling, and coor- 


“e 
Set Pals 





Model 940 Oil Heatrola 
of the Estate Stove Co. 
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dinated controls for maximum 
efficiency on all settings. Spe- 
cial emphasis is being placed 
upon the Duo-Therm “Power 
Air” unit, an _ inexpensive 
streamlined package blower 
unit which may be quickly in- 
stalled to provide the same 
modern blower-equipped base- 
ment forced heat circulation as 
a furnace. This unit is said to 
provide an air velocity at the 
grille equal to a 27-mile-an-hour 
breeze and to be effective in the 
elimination of hot ceilings and 
cold floors. In addition to the 
squirrel-type blower, the ““Pow- 
er-Air” unit consists of a spe- 
cial, air-cooled motor, a stream- 
lined metal housing, and a di- 
rectional grille. 


ESTATE STOVE Co. 
HAMILTON, OHIO 
The 960 Series “Heatrolas” of 
The Estate Stove Co., Hamilton, 
Ohio, have the oil tanks and 
constant level valves completely 





One of the Estate company’s 
740 Series Speedex Oil Heaters. 


housed, inside an upright cab- 
inet. A massive appearence has 
been achieved in the design of 
the exterior cabinet. Pedestal 
base has an unique design and 
finish is two-tone with brilliant 
chromium trim. A fan assembly 
for fan-forced air circulation 
is furnished as an accessory at 
a small extra charge. Other 
features of this series are 
double chamber bowl] burner; 
constant level valve with “fuel 
compensator”; adjustment knob 
for control of oil feed to burner 
just below nameplate on front 
casing panel; completely auto- 
matic remote heat control (fur- 
nished as an extra); six-gallon 
oil tank inside of cabinet; “In- 
tensi-fire” air duct; automatic 


draft regulator; pedestal base, 
securely bolted to base of heat- 
er; pebbled, porcelain-like fin- 
ish, dark walnut color, with 
lighter ripple finish in base 
door, and chromium trim. Sug- 
gested retail selling prices on 
“Heatrolas” are: Model No. 947, 
$107.95; No. 943, $97.95; No. 
964, $104.95; No. 963, $89.95; 
No. 962, $79.95; No. 923, $74.95; 
No. 922, $59.95, and No. 921, 
$44.95. 

The company’s 740 Series 
“Speedex” heaters have fan- 
forced air circulation and are 
made in two sizes with rated 
heating capacities of 5000 to 
7500 cu. ft. and 4000 to 6000 cu. 
ft. All functional features, in- 
cluding the burner, oil tank, 
fan, and constant level valve 
are completely enclosed and 
concealed within the cabinet. 
An insulated, vertical partition 
wall, divides the interior into 
two distinct sections. In the 
right section are the combus- 
tion chamber, the bowl burner 
and the vapor tank. In the left 
section is the six- gallon oil 


‘tank. The fan is below the oil 


tank, and the constant level 
valve is bolted to the base. 
Large hinged door in the front 
casing panel provides easy ac- 
cess to the burner, fuel tank 
shut-off valve, fan, and constant 
level valve. Cabinet has ripple 
finish, dark walnut sides, light 
walnut top and front, black 
base. Grilles in top and end, 
beading and name plate are in 
rich copper tone finish. 

The firm’s 940-F Series 





Model 960 Estate Oil Heatrola. 
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MORE PROFIT FOR YOU THIS FALL 


...With These 4 Coleman Sales Leaders! 


THIS FULL PAGE 
= \ COUNTRY GENTLEMAN AD 
ee || IS JUST ONE UNIT IN 
om \\\) COLEMAN'S BIG 40-MILLION-AD 
CAMPAIGN FOR 
FALL AND WINTER. 
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Plus—Coleman’s Proven “Step-Up” Plan That 
Boosts Your Unit Sale Profits Up To 200%! 


In Coleman’s “Little Giant” No. 444 





Coleman's 40-million-ad campaign 


means big volume business for deal- 
ers who get behind these fast-selling, 
modern appliances! 


In addition, the new famous Coleman 
“Step-Up” Profit Plan helps you 
increase profits as much as 200% on 
each lamp, lantern and iron sale! 


Oil Heater you have a sensational 
profit opportunity with an unlimited 
market! Retails for only $39.95. It's 
America’s largest selling oil heater— 
the biggest bargain in the industry! 


Write to nearest office for Coleman's 
proposition now—including free sales 
and merchandising plans! 


“THE PROFIT LINE” 


LAMPS — LANTERNS 


IRONS — HEATERS 


Address Dept. HA-03 FD-03 


THE COLEMAN LAMP AND STOVE COMPANY 
Wichita, Kans. Chicago, Wi. Philadelphia, Pa. Los Angeles, Calif. 














SEPTEMBER 19, 1940 63 








One of the models of the Evans 
Products Co. line—Model OF-371. 


“Heatrola” with fan-forced air 
circulation, offers a wider, low- 
er cabinet, inside of which is 
housed the oil tank, constant 
level valve and also the fan for 
forced air circulation. This 
method of circulation is said to 
minimize stratification of heat- 
ed air in the rooms and to pro- 
duce a more uniform tempera- 
ture throughout the house. The 
low position of the flue collar 
in these heaters (25 in. from the 
floor to the center of the collar) 
makes it practical to install the 
heater in front of a fireplace, 
connecting the heater with a 
chimney by a short length of 
flue pipe. This model is made 
in two sizes with approximate 
rated heating capacities of 5000 
to 7500 cu. ft. and 4000 to 6000 
cu. ft. 


EVANS PRODUCTS CO 
DETROIT, MICH. 

The 1940 “Evanoil” space 
heater line of the Evans Prod- 
ucts Co., Detroit, Mich., covers 
the entire price range of heat- 
ers, including the fan-equipped, 
floor level heat models; stan- 
dard models without fan equip- 
ment; two dual circulator mod- 
els available with or without 
fans; and a full line of low- 
priced radiant heaters. As last 
year the “Forced-Aire” heater 
will feature reversed fan-forced 
air circulation, a method of 
heat distribution that is said to 
discharge heated air at floor 
level, which upon rising toward 
the ceiling, is drawn back into 
the unit to be reheated and re- 
circulated across the floors. 
This is claimed to eliminate 
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waste ceiling heat and to make 
for more efficient heat distribu- 
tion and even temperature. Cir- 
culation is provided by a “Syn- 
chro- Float’ mounted fan, 
spring - suspended to prevent 
noise and vibration. Fan may 
also be used for volume air cir- 
culation in summer. On all 
models, the feet have been re- 
placed by hidden leg levelers. 
All front panel controls and 
dials have been removed in fav- 
or of a single control on top of 
the unit. Each model is now 
equipped with completely auto- 
matic shutters to provide either 
reversed fan-forced air circula- 
tion or conventional circulation. 
Two other engineering changes 
are the new “fuel-saver” flame 
diverter to give greater fuel 





Two new Evanoil radiant heaters 
designed to meet buying demands 
in the lower price brackets. 


economy and specially designed 
high altitude burners to assure 
maximum efficiency in high alti- 
tudes. “Evanoil Forced-Aire” 
line will consist of three models 
ranging in capacity from 37,- 
500 B.t.u. output to 70,000 
B.t.u. output. Standard mod- 
els have same heat output but 
operate conventionally. Dual 
circulator models and full radi- 
ant heaters have capacities of 
37,000 and 50,000 B.t.u’s. per 
hour. 


FLORENCE STOVE CO. 
GARDNER, MASS. 


The two “Driven-Aire” mod- 
els of the Florence Stove Co., 
Gardner, Mass., have specially 
designed, built-in rotors. They 
are said to provide rapid and 
thorough forced circulation of 
warm air throughout several 
rooms. If desired, the “Rotor 
Unit” may be turned off entirely 
while the heater is in operation. 





The Evanoil Dual Circulator—a 
new addition to the Evans line. 


This feature is being introduced 
in one model with two 8 in. pot 
type burners and one with two 
9 in., sleeve type burners. “Driv- 
en-Aire” models are finished in 
brown porcelain enamel with 
contrasting ‘“Crystone,” with 
bright chrome grilles and trim. 
Both models are 41% in. high, 
311% in. wide and 31 in. deep, 
overall. Each model is supplied 
with a large, rust-proof por- 
celain enamel humidifier pan to 
supply ample moisture content. 
These models require a flue 
connection. 

The 1940 line of oil-burning, 
space heaters of the company, 
is composed of 28 models. The 
model illustrated is designed 
for a dual purpose incorporat- 
ing all the desirable features of 





The Florence Stove Co.’s “Driven- 
Aire” Circulating Heater PC-825. 
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A bright red light flashes when the dust 
hag needs emptying. An exclusive feature. 





News that means PROFITS for You MODEL 95 


We are proud to announce a new and even greater Clean-Air 
Cleaner. To UNIVERSAL’S famed advantages, new features have 
been added. Sleek new lines and sparkling delft-blue finish. A new 

more powerful motor. An exclusive “tattle-tale” light that warns RETAIL 


when the dirt bag needs emptying. A new toe-switch. A new floor 
polisher. A new easier hose connection. And a convenient storage UP TO 50% PROFIT 


kit that snugly holds all the attachments. 
Wire or write your regular UNIVERSAL Cleaner distributor or PERMITS LIBERAL 
Landers, Frary & Clark, New Britain, Conn., today for further TRADE-IN ALLOWANCE 


details about the best cleaner yet—your best bet for bigger profits. 


A BRAND NEW LEADER 
IN THE LOW PRICE FIELD 


For customers who do not 
desire the complete cleaning 
service of the New Model E65 
we present another new low- 
priced model with famous 
UNIVERSAL quality. Features 
include: 9 attachments with 
Super-intake nozzle, whirl- 
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No.5 Radiator Tool 










No. 8 Bare Floor Brush 
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No. 12 Can of Deodorant 
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wind super suction, air-sealed et ~e 
germ-trap, quiet rubber No.7 Meth Preefing Unit. Ne. 10 Ceem Trap Filter 











mounted motor with radio 
interference eliminator. 












No.2 Straight Wand 
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UP TO 50% PROFIT 
ON THIS LEADER 









RETAIL 







MODEL E50 e eel 
Made by LANDERS, FRARY & CLARK 


NEW BRITAIN, CONN. 





THE TRADEMARK KNOWN IN EVERY HOME 
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’ HOW TO MAKE EXTRA DOLLARS 
f Out of 
: 121 SQUARE INCHES! 
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RATCHIN 22 MARRIN 
THE FINISH OF THE BLADE 


CARBORUNDUM : 


ABRASIVE “@™ PRODUCTS 
s $ —~ abd 









@ 121 square inches... less than one square foot... that’s the 
overall size of this hard-hitting silver and black Carborundum 
Brand No. 66 Knife Sharpener Display. Put it on the cutlery 
counter. Then when a customer buys a household knife, point to 
the display and say: How about a Carborundum Brand-Sharpener 
to keep it sharp? It works like a charm! Display is free with one 
half dozen No. 66 Knife Sharpeners. 

Illustrated at the right is another attractive display illustrating the 
No. 66 Knife Sharpener. Free to dealers who already carry a stock 
of these sharpeners. Ask your jobber, or write direct. 


THE CARBORUNDUM COMPANY 
Niagara Falls, N. Y. 


Sales Offices and Warehouses in New York, Chicago, Philadelphia, Detroit, 
Cleveland, Boston, Pittsburgh, Cincinnati, Grand Rapids 


(Carboruodum is a registered trade-mark of and indicates mnulfacture by The Carborundum Company) 
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Another Florence product — The 
Circulating Radiant Heater Model 
PC 821. 


a circulating heater with the 
quick-acting features of a radi- 
ant heater. Built into the outer 
walls at each end of the heater 
is a radiant heat control shut- 
ter that may be opened to re- 
lease a direct flow of warmed, 
humidified air into the room, 
speeding up the heating proc- 
ess. These shutters are adjust- 
able, permitting control of heat 
direction. The model, shown 
here, is equipped with two 8-in., 
pot-type burners with low-fire 
pilot ring. A similar model is 
available with two 9-in., sleeve- 
type burners. Both types use 
range oil or kerosene and gen- 
erate heat in a sealed chamber 
connected to a flue. Cold air 
is drawn in at floor level, is 
heated between double walls. 
and passes out at top and front 
of the heater. Finish of cabinets 
are dark brown “Crystone” with 
front panel and top in a con- 
trasting shade of porcelain en- 
amel. Bright chrome is used on 
grille and trim. 


GLOBE AMERICAN CORP. 
GLOBE STOVE & RANGE DIV. 
KOKOMO, IND. 


The Globe American Corp., 
Globe Stove & Range Division, 
Kokomo, Ind., announces a line 
of five models. Nos. 5000, 6000, 
7000 and 8000 models represent 
the console style and are avail- 
able either with or without fan- 
forced air circulation. All mod- 
els may be had with automatic 
electric temperature’ control 
and with room thermostat if de- 
sired. All models are equipped 
with heat booster fins to in- 
crease the capacity without in- 
creasing the size of the heater. 


SEPTEMBER 19, 1940 





One of the new heaters of the 
Globe American Corp., Globe 
Stove & Range Division line. 


Nos. 7000 and 8000 models con- 
tain two dual-chamber burners 
which may be operated singly 
or doubly depending on weather 
conditions. Retail price range 
is from $49.50 to $109.50. In 
the illustration of Model 6000, 
in which automatic fan-forced 
air circulation is available, the 
fan is visible at the lower left. 
Air is taken into the heater and 
circulated throughout the 
rooms. This operation is auto- 
matic. When temperatures in- 
side cabinet reach 180 degrees, 
the electrically driven fan be- 
gins to operate. When the in- 
side cabinet temperature is thus 
lowered to 130 deg., the fan au- 
tomatically stops. Heaters also 
have large fuel tanks, safety 
control valves, large easily ac- 
cessible swivel filler opening, 
strainer, approved shut-off at 
tank; louvered front flame in- 
spection door. 





A Globe Machine & Stamping Co. 
“Modernaire” DeLuxe heater. 








GLOBE MACHINE & STAMPING CO. 
CLEVELAND, OHIO 


The “Modernaire,” oil-burn- 
ing, circulating space heaters 
of The Globe Machine & Stamp- 
ing Co., Cleveland, Ohio, utilize 
a single fan to force warm air 
out the front grills, the top, and 
out of the louvres on each side. 
Said to use less electricity than 
a 40-watt bulb. This feature is 
optional on all models except 
the S-8 and D-8. Floor drafts 
are claimed to be eliminated by 
a construction principle which 
slows down the “air pull” rush. 
DeLuxe models have tamper- 
proof control, foot warmer. 
yeneral features of the line are 
large-size tank opening with 
deep removable strainer, mak- 
ing it easy to gage amount of 
oil; extra large-size copper 
bearing steel combustion cham- 
ber to give greater economy of 
operation; humidifier; automa- 
tic control valve with fuel com- 
pensator; new style top grille, 
directing warm air outward at 
an angle; front door grille; side 
louvres; one-piece smooth cor- 
ners; smooth round feet; two- 
tone, moire brown enamel fin- 
ish. Thermostat for automatic 
operation is optional for all 
models. All models have 
“Breese” pot type, triple stage 
burner and Walker draft regu- 
lator. DeLuxe model is illus- 
trated. 





A Washington Frogil circulating 
heater, one of the Gray & Dudley 


Co. models. 
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Two of the Guiberson Oil Heater Co. space heaters. Model 
R700 is shown at the left and Model C500 at the right. 


GRAY & DUDLEY Co. 
NASHVILLE, TENN. 


The Gray & Dudley Co., Nash- 
ville, Tenn., presents a complete 
new line of Washington Frogil. 
oil-burning heaters. There are 
eight models, all equipped with 
stainless steel, removable, pot- 
type burners. The line consists 
of both vertical and horizontal 
models and each number fea- 
tures the down-draft, hot-blast 
combustion. All of the cabinets 
are finished in beautifully 
grained porcelain enamel. Sev- 
en of the models have chrome 
trim. Another Washington 
Frogil feature is the automatic 
“Insta-Liter,” which is said to 
provide faster lighting. Auto- 


matic thermostatic controls are 
supplied as extras. Seven of the 
models are available with 
forced-air circulation and “‘Ray- 
Dors” for radiant heat. 


GUIBERSON OIL HEATER CO. 
DALLAS, TEXAS 

Instant heat is a feature 
claimed for its oil burning 
space heaters by the Guiberson 
Oil Heater Co., Dallas, Tex., 
with burner reaching peak effi- 
ciency in two minutes. Burner 
design and method of air in- 
jection eliminates’ use of draft 
regulator. Heaters operate on 
blow torch principle, which is 
said to burn all fuel and elim- 


inate hard carbon. Use of per- 
forated ring allows vapor to be 
preheated and properly mixed 
with air before arriving at com- 
bustion chamber, thus insuring 
better combustion. Model R700 
with a heating capacity of 7000 
cu. ft., is equipped with a ba- 
rometric oil supply system 
which includes removable oil 
tank, oil reservoir, and non- 
clogging metering valve. Fin- 
ish is chromium trim, dark 
brown, oven-baked, crinkle 
base, tank and sump band. Mod- 
el C500 with a heating capacity 
of 6500 cu. ft., is also equipped 
with barometric oil supply sys- 
tem and has dark brown, oven- 
baked, crinkle finish with chro- 
mium trim and hardware. Both 
models have adjustable legs 
under sub-tank. 


HUENEFELD CO. 
CINCINNATI, OHIO 


A new model with The 
Huenefeld Co., Cincinnati, Ohio, 
is a combination kerosene burn- 
ing, circulating heater and 
cooker. As a heater, it heats by 
circulation through the top and 
front grilles and by radiation 
from the cabinet. The cooking 
department is made accessible 
by a lift top. To conserve on 
floor space, the oil tank, of two- 
gallon capacity, is recessed 
half-way in the heater cabinet 
and is protected from the heat 
by circulating air. Cabinet is 
of the new, massive, round-edge 
design, finished in two tones of 
brown wrinkled enamel and 
equipped with a toe-room ped- 
estal base. This model is avail- 





Two Huenefeld Co. combination heaters and cookers. 


The third illustration shows one closed. 
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IDENTIFY YOUR BUSINESS 





ERE’S one way to make your roof- 
ing business grow ... and keep 





it growing. 

Sell shingles that have “the greatest 
name in roofing” behind them. People 
know what Barrett stands for in roofing. 

Demonstrate to them how these good- 
looking, fire-safe, economical shingles 
help pare down building costs without 
cutting corners on quality. Money saved 
on roofing costs is money earned for 
other things... and your customers will 
be glad to know how Barrett Shingles 
stretch building budgets to include 
many of these “extras” every home- 
owner wants. 

For high- and medium-priced homes 
—as well as low-priced homes— Barrett 
Shingles, Barrett quality and Barrett 
performance are the keys to BIGGER 
SALES. 


DUBLECOTE MULTI SHINGLES 

.. + “tops” for the smartest homes 
This thick butt. heavy-duty shingle comes in 
many attractive colors. Double asphalt-coated 
and double mineral-surfaced where the wear is 
greatest. ““Dublecotes”’ are an outstanding 
volume seller. They re low in first cost and low in 
cost per year of service—the kind of roofing 


buy your customers will appreciate. 


THE BARRETT COMPANY 
40 RECTOR STREET, NEW YORK, N.Y. 2800 SO. SACRAMENTO AVE., CHICAGO, ILL. BIRMINGHAM, ALA. 
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Portability is one of the features 
of this National Enameling and 
Stamping Co. heater. 


able in the cooker combination 
or as a heater alone. It is 
equipped with either “Top- 
Speed” Long Chimney or “Blu- 
Hot” adjustable wickless burn- 
ers. 


NATIONAL ENAMELING AND 
STAMPING CO. 
MILWAUKEE, WIS. 


The National Enameling and 
Stamping Co., Milwaukee, Wis., 
emphasizes the portability of 
its 1940 line of kerosene circu- 
lating heaters. New low prices, 
modern design and improved 
construction feature the line. 
There are 12 styles of one- and 
two-burner long chimney mod- 
els, powerful short chimney 
burners in Standard and “Dubl- 
Hot” units, and inexpensive, 
needle valve burners for promo- 
tional purposes. Recent devel- 
opments include a long chim- 
ney heater with a polished steel 
reflector arc to drive the heat 
out through the front and side 
louvres and to reflect the action 
of the flame; a new short chim- 
ney heater with cooking top, 
and popular, bail-handle, single- 
burner portable heaters which 
are easily transferred from 
place to place. 


NORGE DIVISION 
BORG-WARNER CORP. 
DETROIT, MICH. 

“Fastemp” heaters of the 
Norge Division, Borg-Warner 
Corp., Detroit, Mich., feature 
attractive console cabinets of 
new design and a new applica- 
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tion of porcelain enamel on 
vital interior units. These heat- 
ers are offered in five models 
of varying size and with heat 
output ranging from 40,000 to 
70,000 B.t.u. Rust - resisting 
porcelain enamel has been in- 
troduced as a protective finish 
for the reservoir of the humidi- 
fier and for the stove body or 
heating surface. The baffle de- 
sign of the stove body, shaped 
like an inverted “L,” is claimed 
to provide an increase of ap- 
proximately 40 per cent in air 
heating surface with conse- 
quent reduction of wasted stock 
heat. Front louvres of the 





Console type heater of Norge 
Division, Borg-Warner Corp. 


heater direct the release of ra- 
diant heat to a “fireside zone” 
at the front of the heater. Other 
features include the down-draft 
“Whirlator” to feed fresh air 
with maximum oxygen content 





Models of the 1940 “Superfex” 
line of heaters introduced 
by the Perfection Stove Co. 


and at high turbulence into the 
heart of the flame to promote 
clean, complete combustion, and 
the triple-action “Synchro-Con- 
trol,” consisting of a single con- 
trol dial at rear center of the 
heater top which simultaneous- 
ly performs three functions 
when turned to adjust heat out- 
put. It regulates the oil flow, 
quantity of air admitted 
through the down tube of the 
“Whirlator” and the speed and 
volume of draft. To facilitate 
easy installation, flue connec- 
tion is at a low level, permit- 
ting the flue to be routed 
through a fireplace or other 
suitable exit. High level oil 
storage tank equipped with a 
gage has a capacity of six gal- 
lons. A low cest accessory 
available for all models is an 
electric blower to assure ample 
heat at floor level and to pro- 
vide a four-inch outlet which 
can be attached to a conductor 
pipe for carrying heat to ad- 
joining rooms. 


PERFECTION STOVE CO. 
CLEVELAND, OHIO 


The 1940 “Superfex” line of 
the Perfection Stove Co., Cleve- 
land, Ohio, includes three sizes 
of “heat-director’” models to 
give a combination of radiating 
and circulating heat and to have 
the additional advantage of di- 
recting heat to side and front 
or downward to warm the floor, 
by means of adjustable shut- 
ters. These models are so de- 
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0-Cedar Polish contains NYRONE. ONLY O-Cedar Polish contains NYRONE... for an easier, longer lasting, brighter polish 


Take TWO or MORE Satisfying Profits 


Display the complete O-Cedar line. Show them all together. 
One O-Cedar item sells another O-Cedar item... . gives you 
two ot MORE O-Cedar profits. 


Women know the advantages in O-Cedar 
MOPS ... know the merit in O-Cedar Polishes. 
They like them, believe in them. They will 
BUY O-Cedar items when YOU SHOW THEM 


Display the complete O-Cedar line together and you'll sell 
many extra O-Cedar items each time your customer asks for one. 

You'll make fine, satisfying profits, for that is our plan and 
method. 


Display O-Cedar Mops and Polish Together. 
They SELL well because of YEARS 
of persistent, fine advertising 


Today we are using Ladies’ Home Journal, Better Homes & 
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Gardens, Country Gentleman, Parents’, Sunset, Holland's 
magazine and others... . plus nearly 3,000 newspapers... . 
plus spot radio..... to send new and old customers to you. 


Order O-Cedar products from your jobber, display the 
entire line and you'll SELL... . take TWO or MORE sat- 
isfying profits. Write for special promotions of O-Cedar prod- 


ucts for fall. 
* edar 


CORP’N 


4501 S. Western Blivd., Chicago 


O-CEDAR POLISHES, MOPS, WAX, DUSTERS, 
CLEANERS, AND FLY AND MOTH SPRAY 
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vised that an electric blower 
can easily be inserted. The 
blowers supplied by the com- 
pany are of regular furnace 
type, but smaller in size. The 
“Superfex” line also includes 
several heaters of the radiating 
type, in two styles. All are fin- 
ished in porcelain enamel, with 
chromium trim. Heaters are 
available either with fuel reser- 
voirs that are easily lifted out 
for outside filling, without in- 
terrupting the fire, or with con- 
stant level valves for connec- 
tion to an outside fuel tank. 
Automatic temperature controls 
are available for the heaters 
equipped with constant level 
valves. 

A new line of pot-type, oil- 
burning space heaters known 
as the “Ivanhoe” heaters has 
been introduced by the Perfec- 
tion Stove Co., Cleveland, Ohio, 
supplementing its “Superfex”’ 
heaters. These new heaters are 
of two types, one consisting of 
two models, styled “universal” 
heaters because they are de- 
signed to give a combination of 
radiating and circulating heat, 
and in addition have two hori- 
zontal adjustable shutters on 
the front. By these, heat may 
be directed downward to warm 
the floor. Outer casing is per- 
forated steel, to permit about 
60 per cent of the heat to radi- 
ate and about 40 per cent to cir- 
culate. Casing is finished in 
brown “crincalac” baked enam- 
el, with chromium trim. There 
are two sizes, one producing 31,- 
000 B.t.u. per hour and the 
other, 51,000 B.t.u. If forced 
circulation is desired an elec- 
tric blower is offered for inser- 
tion either before or after the 
heater is installed. There are 
also two sizes of “Ivanhoe” 
radiating heaters, finished in 





The Perfection “Ivanhoe” model. 
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blued steel, with heating cap- 
acities of 31,000 and 51,000 
B.t.u. per hour. These heaters 
have same type of burner and 
combustion chamber construc- 
tion as the “Superfex”’ heaters. 





“Preway” DeLuxe heater featured 
by Prentiss Wabers Products Co. 


PRENTISS WABERS PRODUCTS CO. 
WISCONSIN RAPIDS, WIS. 

“Preway” DeLuxe oil burn- 
ing circulating heaters present- 
ed by the Prentiss Wabers 
Products Co., Wisconsin Rapids, 
Wis., feature controlled fuel 
generation and thermol humidi- 
fying. Controlled fuel genera- 
tion is said to produce perfect 
combustion and to eliminate all 
visible products of combustion 
at the stack outlet and all soot 
and carbon above the burner 
pot level, thus also eliminating 
waste and fuel losses. This is 
accomplished by placing a liq- 
uid cooling element at the base 
of the burner. Manufacturer 
states correct humidity is now 
maintained through the devel- 
opment of a 6-gal. circulating 
humidifying system which pro- 
vides sufficient moisture for the 
room atmosphere. Water of the 
correct temperature and suffi- 
cient area is exposed to the cir- 
culating heated air, which ab- 
sorbs the necessary amount of 
water to maintain proper hu- 
midity requirements. This is 
said to result in a better diffu- 
sion of heat with more even 





A 1941 “Burnoil” model of the 
Quaker Mfg. Co. 


room temperatures and thug 
the cost of operating the heate) 
is lowered since less heat is re- 
quired for comfort. The “Pow- 
er-Flo” unit, which adds to and 
stimulates the normal circula- 
tion of the heaters, may be in- 
stalled when heater is pur- 
chased or at later time. It may 
also be detached quickly and 
easily and used separately for 
cooling purposes during the 
summer months. 


QUAKER MFG. CO. 
CHICAGO, ILL. 


The 1941 “Burnoil’’ heaters 
of the Quaker Mfg. Co., 223 W. 
Erie St., Chicago, IIl., features 
Syncro-Matic Mechanical Draft. 
This provides a modulated sup- 
ply of both air and oil to the 
burner to supply perfect com- 
bustion at any fire setting, the 
maker states. Both air and oil 
are mechanically synchronized 
Every time dial is moved, oi’ 
and air supply are automatical 
ly changed in relationship tc 
each other to assure the cor- 
rect mixture for combustion. 
This is said to make possible 
the lowest operating cost. A 
heater equipped with this fea- 
ture, the company states, is ab- 
solutely independent of the 
chimney except as a vent for 
the products of combustion. 
Since all space heater installa- 
tions do not warrant the more 
elaborate and costly Syncro- 
Matic Mechanical Draft de- 
scribed here, on intermediately 
priced Quaker heaters, optional 
mechanical draft is available 
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THIS IS CORONA 
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GIVES YOU A RUNNING 
| RECORD OF EACH DAY’S SALES! 


A low-priced and reliable cash registering and adding 

















machine combination that makes your bookkeeping easy. 

Classifies sales by groups of commodities and by clerks 
... accounts for cash in and out, charges, credits... safe- 
guards receipts. Locked tape keeps details confidential. 


A money-saving investment ...and good-looking! At- 





tractive neutral finish that dresses up your counter. 


Ask your local Corona dealer about free trial . . . or 
write us. 
“A quality product by the makers of 
LC Smith and Corona Typewriters” 


EXCEPTIONAL VALUE 
AS Low as °101°° 


(MODEL ILLUSTRATED 10KE24 
$150°°) 


SS aS a a ee 


L C Smith & Corona Typewriters Inc 
Adding Machine Div., Desk Y 
Syracuse, N. Y. 


Without obligation to me please send 
descriptions and prices of Corona Cashier. 


Name. 
Address. 








City State. 


MAIL COUPON ===>. 
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@ No other glass coffee maker 
matches the CORY in patented and 
exclusive features. Included in the 
price are: 

1—Streamline Design—wide neck” 
2—Beautiful platinum Striping 
3—Usable hinged Decanter Cover 
4—"Safety Stand” Funnel Holder 
5—Easy-grip, never-hot Handle 
6—2-tabl Coffee M e 
7" Fast-Flo’ “Filter (with most models) 
8—CORY Glass Filter ROD (all models) 
9—Formed Pouring Lip (no spatter) 
10—Heat-resisting Glass by CORNING 


11—2-heat Electric units (Hi-Low) a E L C 0 U ) 

- Each CORY Coffee Brewer is CORY-BREWED 

‘3 SSontvint costed er ogee «COFFEE @ne TEA 
va \ ation, convenience, smartness. is untouched by Metal 


@ its flavor also is protected 
against boiling and too-long brew- 
ing by the efficiency of CORY 
Filters. CORY Brewers are beauti- 
fully hast d. Our eve 
appeal. 3 sizes fill all needs. Big 
profits from small stock. 
Write for Latest Catalog 


GLASS COFFEE 
BREWER CORP. 


325 North Wells Street 
Chicago, Illinois 





COFFEE 
BREWER 


















AMERICAN Sun Flame 


TODAY’S BIGGEST 
OIL HEATER 
VALUE! 

Allmodels “GIANT 
BURNER?” equip- 
ped. 








The volume heater 
for 1940... at prices 
lower than ever. 
Write for details. 





AMERICAN GAS MACHINE CO., INC. 
ALBERT LEA, MINN. 








74 





_— Kinsman Rd. 








q-inch Diameter. for 


Metal Top, 


| 
Colorfu tos Base: 


Soft Asbes 


From kitchen to parlor, this new ZA RPS 
round PRO-TEX Pad fills a real | 

need! Dealers and housewives SS 
from Coast to Coast are looking i 

... admiring ... buying. 

This newest member of an already- 


popular family is available in two- 
color Dutch Tulip pattern (above) 
and one-color Coffee Cup pattern, 
to match standard line of rectan- 
gular designs. 
















Write for Free Samples 


BALLONOFF 


METAL PRODUCTS CO. 
Cleveland, Ohio 





Our extensive line of ready to nail Horse, Mule, 
and Bronco shoes is growing in popularity. They 
fit the average horse without alteration — per- 
feetly balanced and shaped. No turning heels or 
welding calks. Nail holes are clean, correctly 
tapered, and spaced. Tough, strong, long wearing. 


— Write for information. — 
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While not as finely synchron- 
ized, balance is said to be main- 
tained between oil and air sup- 
ply while delivering a positive 
draft to the burner for high fire. 
Supplied as optional equipment, 
this unit can be added to the 
heater at any time to strengthen 
a weak draft. 


QUEEN STOVE WORKS 
ALBERT LEA, MINN. 


The “Superflame” Master cir- 
culating heater models of the 
Queen Stove Works, Albert Lea, 
Minn., include three low-priced 
numbers designed to meet mail 
order and chain store competi- 
tion. The fuel saver is omit- 
ted but these models have the 
regular ‘“Superflame,”  triple- 
combustion burner which is 
said to operate on one-third less 
draft, which lowers the stack 
temperature, thus reducing 
stack loss and cutting fuel 
costs. 

The combination “Super- 
flame” circulating radiant 
heater announced by the com- 
pany, while requiring little floor 
space is said to be a powerful 
heater. Openings in the cabinet 
walls pass out radiant heat, di- 
rect from the inner drum. At 
the same time air is circulated 
effectively through the stove 
cabinet due to the side wal! 
louvers and two-way top grille. 
Model 4009C, illustrated, has 
the regular 9 in. “Superflame” 





Three Queen Stove Works heaters. 
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burner; heating capacity of 
2,000-3,000 cubic feet; three 
gallon fuel tank. Maximum oil 
consumption every 24 hours is 
said to be 71% gallons. 

This “Superflame” circulating 
heater, announced by the same 
firm, Albert Lea, Minn., has two 
9-in. burners to provide an ex- 
tra powerful heater for ex- 
tremely cold weather. In mild 
weather, a saving in oil can be 
effected by operating only one 
burner. Has fuel saver and low 
cabinet construction to elimi- 
nate waste of heat at ceiling 


\ MAA 





The Renown Stove Co.’s “Tri- 
plex” heater in new type cabinet. 


and make the floor area warmer. 
Heat guides may be opened 
when an abundance of quick 
heat is desired. Two-way grille 
discharges warm air at a 45 
deg. angle to insure a more 











even distribution of heat. Has 
triple combustion burner, leg 
levelers, gold flecked finish, and 
front dial control, situated high 
where dial is easy to read. 
Model 4099T, illustrated, has a 
heating capacity of 7,000 to 
10,000 cu. ft. 


RENOWN STOVE Co. 
OWOSSO, MICH. 

“Triplex” circulating oil 
heater of the Renown Stove Co., 
Owosso, Mich., have been rede- 
signed with cabinets of rich, 
dark walnut grained porcelain 
enamel, set off by chrome 
trim. Company states use of 
genuine porcelain enamel fin- 
ish, rather than a_ synthetic 
paint, makes these cabinets a 
part of the “Triplex” heating 
system—circulation plus radia- 
tion to give heat in the “com- 
fort zone,” not against the ceil- 
ing. Since porcelain is not 
harmed by heat, it is unneces- 
sary to shut the heat away 
from the cabinets with baffles 
and insulation; rather cabinets 
transfer added heat to the room 
by radiation, according to the 
manufacturer. The circulators 
have a heat amplifier to detour 
heat away from the chimney 
and against the heating sur- 
faces. Burners, built under 
“Valjean” patents, burn with a 
clean, noiseless, floating flame 
and are made in 12, 14, and 
18-in. sizes. Heaters have closed 
bottom construction to prevent 





Model 9009C is at the left and Model 4009T in the center. 











Exterior and cut-away view of 
the “Heat-Mizer” developed by 
the Silent Sioux Oil Burner Corp. 


floor drafts. Console model, 
with 14-inch burner may be 
equipped with a fan and motor 
for forced air heating. All cir- 
culators have an automatic 
draft regulator, constant oil 
level control valve and hinged 
top grille. 


SILENT SIOUX OIL BURNER CORP. 
ORANGE CITY, IOWA 


The Silent Sioux Oil Burner 
Corp., Orange City, Iowa, an- 
nounces a new unit, called the 
“Heat-Mizer.” This unit is said 
to give forced heat circulation 
plus an added economy of from 
12 to 20 per cent by extracting 
additional heat from the stack 
and reducing stack loss. It is 
placed on the back of the oil 
heater, replacing the elbow and 
first length of stack. It fits all 
models and makes of heaters 
and is equipped with a double 
squirrel cage type of blower 


Military Consciousness and Way of 


HE idea of an armaments in- 
dustry in the United States is as 
foreign to us as Turkish coffee or 
Chinese pigtails. Few Americans 
have caught the significance of 
what it will mean if our industrial 
machine is geared to produce mili- 
tary weapons and stores in the quan- 
tity turned out by European coun- 
tries and a sizable standing army is 
kept constantly under arms. 
Everybody has been. warned of 
the jump in taxes that will follow 
but what about the changes in our 
“way of life” that it will be almost 
impossible to avoid? 
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that delivers the additional 
heat extracted from the flue 
gases across the top of the 
heater down towards the floor. 
Current consumption, according 
to the manufacturer, is 30 
watts. 


UNITED STOVE CO. 
YPSILANTI, MICH. 


The United Stove Co., Ypsi- 
lanti, Mich., has announced a 
new dark brown exterior finish, 
“Travertime,” which will be 
furnished on A-series and D- 
Series, “Savoil’ cabinet heaters. 
The model shown is No. A210G 
—heater only. The manufac- 
turer states the velvety, smooth, 
sparkling, easy-to-clean surface 
and the shiny, chrome hard- 






The Manufacturer certifies that catalogue --- 
ratings on this heater are in accordance 
with the standards of the Institute of 
. Cooking and Heating Appliance Manufacturers 


BY 





Rating seal of the Institute which 
may be used by manufacturers 
whose heaters have met the speci- 
fications set up in the code of the 
Institute’s standards d¢ommittee. 


If Herbert Corey is right when he 
predicts in the August Nation’s 
Business that the government is 
planning something similag to Skoda 
or Krupp plants ingBtrope; if uni- 
versal conscription is adopted and 
if a two-ocean navy is to be built, 
American citizens must prepare for 
a lower standard of living. Whether 
military consciévsness will make us 
better or worsé miay be debatable. 
but its effectwill be felt in every 
school house,’'manufacturing plant 
and home within our boundaries. 
Even organized labor must prepare 
to alter its ever-increasing demands 








The United Stove Co.’s “Savoil” 
heater with “Travertime” finish. 


ware harmonize well with other 
household furnishings. In the 
A and D series, both heater and 
heater-cooker models are of- 
fered. When the top is lifted on 
heater-cooker models, the burn- 
ers are available for cooking 
purposes. Heaters are equipped 
with giant automatic wickless 
burners that are said to give 
quick, intense heat without odor 
or smoke and to burn low-cost 
kerosene for fuel. No flues are 
required for the operation of 
this type heater. These models 
also feature a new, concealed, 
easy-to-fill humidifying pan to 
assure moist air, and healthful 
heat. A new catalog is avail- 
able, showing the complete line 
of 18 “Savoil” cabinet and 
portable type heaters. 


Life 


for a greater share of the profits and 
fewer working hours, for it is not 
much of a secret that, if the prepar- 
edness program is seriously inter- 
fered with, it will be too bad for the 
interferers. 

Historians have frequently as- 
serted that the great difference in 
the way of life between United 
States and the European countries 
may be largely attributable to the 
absence ofa military machine. Now 
we must’ build one—no one can ac- 
curately forecast the result, but it 
doesn’t look very rosy from this 
distance.—Nation’s Business. 
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triple your sales... 


LINCOLN 
EENSEA 


L 


four panel 


MERCHANDISER 


will bring you profitable repeat sales on 


Grease Fittings, Hand 


Many leading manufacturers of passenger cars, 
trucks, tractors and machinery have standardized 
on Lincoln Grease Guns and Fittings—definitely 
establishing the merits of this outstanding line. 

A vast market exists for the sale of additional 
guns and fittings in the replacement or service 
fields, and it will pay you to be prepared to 
supply the requirements to your trade. 


Guns and Accessories 


The Four Panel Merchandiser (illustrated) 
and initial stock included with a No. 1094 
Assortment is a great business builder. Put this 
Merchandiser on your counter, feature this line, 
and you should find it easy to at least triple 
your sales on grease fittings and grease guns. 
@ Ask your nearest Lincoln jobber for details on this 
complete line—or write us for a copy of our latest catalog 


NCOLN ENGINEERING COMPANY 


Pioneer Builders of Engineered Lubricating Equipment 


ST. LOUIS, MO., U. S. A. 
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Aucthern ABW Achievement 


RIVETLESS SOCKET 














ARMOR-D 
OR SPLIT-D 
HANDLE 
OPTIONAL 


PATENT 
PENDING 


AMES 
Since 


1774 


Grain Scoop 


A new and revolutionary development in grain scoops 
which is meeting with instant approval wherever it is 
shown. Here are the outstanding features of the Rivetless 
Socket Grain Scoop: 


Smooth socket —Elimination of rivets from the socket 
makes it possible for the user to slide hand over socket 

without encountering sharp or rough edges. 

2 Less possibility of handle breakage at socket. Handles 
which are not bored are approximately 12% stronger 

than those bored for rivets. 

3 Handle securely fastened to scoop by a rivet at the 
frog. Back of socket is welded to approximately 2” 

from top. End of handle is reinforced with steel, which 

makes it impossible for rivet to spread or pull loose when 

scoop is subjected to shoveling strain. 

4 The lower end of handle is covered with a metal cap 
which protects handle and adds to appearance of tool. 

5 Rehandling can be easily accomplished by removing 
head of rivet and extracting. 


Ask Your Jobber 


AMES BALDWIN WYOMING CO. 
PARKERSBURG, W. VA. ¢ NORTH EASTON, MASS. 





The above back view of the 
ABW Rivetless Socket Grain 
Scoop shows—(A) Steel cap 
on end of handle, (B) Single 
rivet in frog and (C) The 
smooth surface of socket. 


ABW PRODUCTS 
Shovels * Spades * Scoops 
Forks * Hoes * Rakes 
Post Hole Diggers 
Agricultural Handles 
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NO. 5 
STANDARD CLAY OR 
RAILROAD PICK 


UIKWERK Tools are 
manufactured under 
strict metallurgical con- 
trol. The completeness 
of our manufacturing 
processes provide tools 
with safer striking faces, 
superior cutting quali- 
ties and longer life. The 
striking faces and cut- 
ting edges are made to 
separate hardness speci- 
fications and may be re- 
ground without subse- 
quent heat treating. It is 
for these reasons that 
Quikwerk Tools build 
satisfied customers 
every where. 


Send for Catalog 
Showing Complete 


Line 


WARREN 
TOOL CORP. 


WARREN, OHIO 






















WILLIAM ELY HIB- 
BARD, owner of the retail 
hardware store that bears his 
name in Manchester, Conn., is 
82 years of age and has man- 
aged the business for the past 
63 years. The business, which 
is at present in its 93rd year, 
was founded by Mr. Hibbard’s 
father, Edwin B. Hibbard, in 
1847. Edwin B. Hibbard con- 
tinued in active management of 
the business until his death in 
1877 at which time William 
Ely Hibbard became owner. 
The store pioneered many in- 

WM. E. HIBBARD ventions in Manchester. It had 

the first telephone and the first 

electric lighting in town and 
owned the community’s second high wheel bicycle and 
second automobile. Mr. Hibbard was for many years the 
first and only gasoline dealer in the community and dis- 
pensed it from a steel drum long before the present day 
pumps were invented. When the field of electricity ex- 
panded in the ’90’s, Mr. Hibbard studied all of its phases 
and made many ingenious devices about the store which 
were marveled at by the townspeople. Mr. Hibbard is a 
past president of the Manchester Chamber of Commerce 
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Hardware Age 
Fifty Year 
Club 


and was a director of the Manchester Trust Company, 
having been largely instrumental in the organization of 
the latter. He is a charter member of the local fire de- 
partment and is perhaps the oldest member of the A.L.A., 
a motorist’s protective organization, in Manchester. He 
was married in 1893 and has two children, Walter E. and 
FE. Leora, both of whom reside in Manchester. 


T. WALTER BIER- 
KAMP, vice-president and 
general manager of Loewen- 
stein & Sons, Charleston, W. 
Va., wholesale hardware dis- 
tributors, was born on March 
16, 1872, and celebrated his 
68th birthday this year. He 
entered the hardware business 
in May 1890, slightly over a 
half-century ago, when he be- 
came identified with N. S. 
Burlew in the retail hardware 
field in Charleston. He re- 
mained with this house for 
over five years and in Decem- 
ber 1895 transferred his alle- 
giance to Loewenstein & Sons. 
For the next 30 years he rep- 
resented his firm in southern West Virginia. In December 
1925 he was called back to headquarters and made sales 
manager of the firm. Since then he has been elevated to 
the positions of vice-president and general manager. Mr. 
Bierkamp states that his present hobby is selling hard- 
ware but adds that in earlier days it was fishing and 
hunting. 





T. WALTER BIERKAMP 
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HINGES 


AND WROUGHT STEEL 


HARDWARE — 





Quality Products 
Manufactured Since 1899 


“ » 
Door Butts 
Strap and Tee Hinges 
Wrought Steel Shelf Brackets 
Safety Hasps and Hinge Hasps 
Ornamental Hinges 
Garage Door Hardware and Door Handles 
Screen Door Hardware 
Cellar Window Sets 
Back Flaps and Chest Hinges 
Corner Irons and Corner Braces 
Heavy Pressed Steel Door Handles 
Barrel Bolts 
« » 


All Are Available Through Progressive 


Jobbers and Are Fully Described in our 
Catalog No. 19, a Copy of Which Will Be 


Sent on Request 


RIFFIN 


GRIF Company 


ERIE, PENNSYLVANIA 











AGENTS: 
BOSTON: 100 Purchase St. 
SAN FRANCISCO: 703 Market St. 


NEW YORK: 45 Warren St. 
CHICAGO: 162 N. Clinton St. 
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News of Retailers, Jobbers, 
and 








RETAILERS WARNED AGAINST 
NEEDLESS CONSUMER PRICE RISES 


Retailers Advisory 


Committee formed 


to oppose advances which will work 
hardship on government and public 


(Washington Bureau 
of HARDWARE AGB) 
Pledged to prevent 
ranted price increases, 140 re- 
tailers met in Washington re- 
cently with the Consumer Divi- 
sion of the National Defense Ad- 
visory Commission and elected a 
Retailers Advisory Committee 
headed by Fred Lazarus, Jr., 
vice-president of the department 
store firm of F. & R. Lazarus & 
Co., Columbus, Ohio. 

The committee will complete 
its organization this month and 
is studying means to effectuate 
a resolution adopted unanimously 
at the conference to devote ef 
forts “to prevent so far as pos- 
sible any unjustifiable rise in re- 
tail prices, by urging upon the 
general retail trade vigorous op- 
position to all price increases 
which appear to be unwarranted 
and which cause difficulty to the 
government and the consuming 
public.” The resolution was of- 
fered by Oswaid Knauth, chair- 
man of the Economic Advisory 
Commission of the National Re- 
tail Dry Goods Association, who 
also was chosen as a member 
of the Retailers’ Advisory Com- 
mittee. 

In addition to Mr. Lazarus and 
Mr. Knauth, the committee in- 
cludes Horace Aikman, Casano- 
via, N. Y., National Retail 
Hardware Association; Bruce 
McLeish, Carson, Pirie & Scott, 
Chicago; Lewis Cole, chairman 
of the executive committee of the 
National Association of Food 
Chains, Louisville, Ky.; Garrett 
van der Hooning, past president 
of the National Independent 
Grocers Association, Grand 
Rapids, Mich.; Clark Mauchley, 
New York, of the United States 
Chamber of Commerce; John 
Goode, druggist, Asheville, N. C., 
and J. Judson Huffard, Bluefield, 
W. Va., president of the National 
Retail Furniture Dealers Asso- 
ciation. 

Miss Harriet Elliott, consumer 
adviser on the National Defense 
Advisory Commission, spoke of 


unwar- 





jthe “self-generating character of 


a price spiral” and urged cooper- 
ation “by an adequate exchange 
of information and by a self-im- 
posed determination to abstain 
from speculative profiteering.” 

“Specifically, I have in mind 
at the moment a type of advertis- 
ing which is being used by some 
merchants who are urging con- 
sumers to ‘buy now before the 
prices go up’” said Miss Elliott. 
“That is a type of scare adver- 
tising which contributes very 
definitely to the development of 
just that kind of price spiraling 
that we ought to be resisting 
with every means at our com- 
mand. In general, these practices 
are contrary to the consumers’ 
mterests and are contrary to the 
interests that all of us have in 
the maintenance of the greatest 
possible economic stability dur- 
ing the present period of crisis.” 

Ben Lewis, chief economist in 
the office of consumer adviser of 
the defense commission, said 
that the commission will act 
“tough” to protect the consumer. 
He said he knew of no major 
sacrifice the consumer should 
make as a result of the defense 
drive. Mr. Lewis developed the 
clear suggestion that the govern- 
ment will crack down on unjusti- 
fied price increases. 

Mr. Lazarus, speaking for the 
retail trade, told the delegates 
that if they fail to discipline 
themselves, “we can look for- 
ward to government regulation 
such as we have never known 
before. Retailers must restrain 
themselves from advertising that 
since in war time prices are 
likely to go up, consumers should 
buy now,” said Mr. Lazarus. “If 
retailing’s lack of foresight makes 
controls necessary after the op- 
portunity offered us at this meet- 
ing today, retailing has itself to 
blame.” 

H. Gordon Selfridge, Jr., for- 
merly of Selfridge’s Provincial 
Stores, Ltd., England, described 
experiences of British retailers 
during the first six months of the 





READ IT IN HARDWARE 


present war. The retail industry, 
he said, played a considerable 
part in the drafting of the retail 
price control law which passed 
in England last year. 

Said Mr. Selfridge: “The law 
instituted a price control on a 
broad list of goods in normal de- 
mand. The price at which any 
particular merchant 


basic price for the item if it 
was on the list. He was not al 
lowed to sell an identical» com 
modity at any increase over his 
basic price unless he was able 
to justify the increase by refer- 
ence to a schedule that was con- 
tained in the law.” 

SCRUGGS IN SOUTHEAST 

FOR HANSON SCALE 


Julian C. Scruggs has beet: 
appointed to represent the Han- 
son Scale Co., 523-531 N. Ade 
St., Chicago, Ill., in Alabama, 
Georgia, Florida, South Carolina. 
North Carolina, Tennessee, and 
Virginia. 

HEADS COAST SALES 
FOR WESTINGHOUSE 


J. F. O'Donnell, assistant sales 
manager of the Westinghouse 
Merchandising Division, has 
been appointed to direct the divi- 
sion’s Pacific Coast sales opera- 
tions, C. A. Meier, formerly 
Pacific Coast district manager, 
becomes manager of utility sales 
in that district and will continue 
to maintain his headquarters in 
San Francisco. 





J. F. O'DONNELL 
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had been | 
selling an item on August 21, | 
1939, was fixed as that merchant's | 


GROSHANS SALES HEAD 
eae IRONING MACH. 
| Joseph Groshans has been ap- 
| pointed general sales manager of 
the American Ironing Machine 





JOSEPH GROSHANS 


Co., Algonquin, IIl., manufactur 
er of “Simplex” ironers. 

Mr. Groshans is widely known 
in the domestic home laundry 
field, having started in the busi 
ness back in 1921. During the 
past 18 years he has served as 
Chicago office manager, district 
sales manager, and most recently 
as western divisional sales man- 
ager for the Horton Mfg. Co. 


SUMMERS, SALES DIRECTOR 
FOR MITCHELL-POWERS 
HDWE. 

R. M. Crumley, secretary of 
the Mitchell-Powers Hdwe. Co., 
wholesale firm of Bristol, Va., 
has announced the association of 
James A. Summers with the com- 
pany as vice-president, a member 
of the board of directors and its 
executive committee and as direc- 

tor of sales. 

Mr. Summers is a pioneer in 
the development of the wholesale 
hardware and supply business in 
Tennessee, western North 
Carolina and southwest Virginia. 
He served that territory over a 
period of several years through 
the development of the Summers 
Hdwe. & Supply Co. at Johnson 
City, Tenn. 


east 
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H. M. PARSONS HEADS ELECTRIC RANGE 
AND WATER HEATER SALES FOR LANDERS 


B. C. Neece, vice-president, an- 
nounces the appointment of H. 
M. Parsons as sales manager of | 
the electric range and _ water | 


heater division of Landers, Frary | 


& Clark. 

Mr. Parsons, who formerly was 
an official of Landers, Frary & | 
Clark, and sales manager of the | 
electric appliance division has 
just taken up his new duties. He 
recently resigned as manager of 
the range department of the Kel- 
vinator Division of the Nash- 
Kelvinator Corp., Detroit, Mich. 
to accept his new position in 
New Britain. 

W. ) 3 Cashman, who for sev- | 
eral years has been a major ap- 
pliance sales executive with Lan.- | 
ders, Frary & Clark, has been | 
appointed sales promotion man- 


BLOEM HEADS DISPLAY 
DIVISION OF TOY FIRM 


Gotham Pressed Steel Corp., 
New York City manufacturers of 
toys, announces the appointment 
of P. Schuyler Van Bloem, for- 
merly president of Viking Prod- 
ucts Corp., as division manager 
of its new specialties division, 
specializing in the manufacture 
of merchandising equipment, dis- 
plays, and other products. 

M. G. Blum has resigned as 
eastern sales manager of Metal 
Display Equipment Co., of Mus- 
kegon, Michigan, to establish 
Morton G. Blum & Co., sales 
agents, for merchandising and 
display equipment of Gotham 
Pressed Steel Corp. 


C. S. BEAVER ON BOARD OF 
AMERICAN-MARIETTA CO. 


C. S. Beaver has been elected 
to the board of directors of the 
American-Marietta Co., 43 E. 
Ohio St., Chicago, Ill. He be- 
came associated with the Amer- 
ican Asphalt Paint Co. in 1929 
when he assumed charge of its 
plant in Lincoln, N. J. In 1935 
when control of the Marietta 
Paint & Color Co. was acquired 
by the American Asphalt Paint 
Co., he was appointed produc- 





tion manager of the Marietta 
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ager of all Universal major ap- 
pliances. 





H. M. PARSONS 


concern. He became _ general 
manager of the company’s High 
Point, N. C., division two years 
later. Mr. Beaver is now general 
manager for American-Marietta 
at both High Point, N. C., and 
Marietta, Ohio, dividing his time 
between the two cities. 


THOMPSON & LITTLEFIELD 
FORM PARTNERSHIP 


T. C. Thompson, former buyer 
for Simmons Hardware Co., St. 
Louis, Mo., recently joined C. 
R. Littlefield, well-known St. 
Louis representative, in forming 
a partnership to act as manufac- 
turers’ agents in Missouri and 
surrounding territory. Prominent 
among their new lines is that of | 
The National Screw and Manu- | 
facturing Co., Cleveland, Ohio, 
producing a complete line of 
headed and threaded products, | 
including machine, carriage and 
lag bolts, wood, machine and 
sheet metal screws, nuts, cotters, | 
and kindred products. | 





SET STANDARDS FOR | 
TWIST DRILLS 


| 

The American Standards Asso- | 
ciation, 29 W. 39th St., New 
York, has announced completion | 
of an important standard in the | 


mechanical field, the American 


Standard for Twist Drills. These 
drills are used throughout the 
mechanical industries from au- 
tomobile manufacturers down to 
the smallest machine shop, and 
by the casual home mechanic. All 
hardware stores stock them. 
The standard consists of three 
main parts (1) nomenclature, 
and classification of drills, (2) a 
table of 116 American Standard 
drill diameters ranging from 
.0156 to .5000 in., inclusive, with 
corresponding over-all and flute 
lengths; and (3) an Appendix 
giving the American Standard 
series and the 
Sizes” still 
shelves of the twist drill manu- 
facturers but not specified in the 
American Standard recommended 


series. 


SMITH ELECTED CROSLEY 
V.-PRES. AND TREASURER 


At a meeting of the board of 
directors of The Crosley Corp., 
Cincinnati, Ohio, George E. 
Smith was elected a vice-president 
and treasurer of the corpora- 
tion. 

Mr. Smith comes to Crosley 
from the United Wall Paper 
Factories, Inc., of Chicago, where 
he was general manager of the 
operations in the 10 branches 


| of that company, and had super- 
manufacturing | 


vision over all 
and engineering functions. His 


previous connections include the | 


Nash-Kelvinator Company, the 
Budd Wheel Co., the Edw. G. 
Budd Mfg. Co., and Gimbel 
Brothers in Philadelphia. 





GEORGE E. SMITH 


“Manufactured | 
available from the | 


VEA IS GEN. SALES MGR. 
FOR RAY-O-VAC CO. 
Norman D. Vea has been ap- 


pointed general sales manager for 
the Ray-O-Vac Co., Madison, 








NORMAN D. VEA 


Wis. He has been a member of 
the company’s sales staff for the 
past two years, most recently as 
assistant sales manager. 

Mr. Vea is well known in elec- 
| trical merchandising. He was for 
merly associated with the Dover 
Mfg. Co., occupying many posi- 
tions; plant manager, sales man- 
ager, and later as president. 





BULLION DIRECTS SALES 
FOR LOCHINVAR PROD. 


T. E. Bullion has been ap- 
| pointed sales manager of Lochin- 
| var Products, Dearborn, Mich., 
manufacturer of air conditioning 
equipment. He has been agso- 
ciated with the Detroit Michigan 
| Stove Co. as director of sales and 
advertising for 10 years; The 
Rudd Mfg. Co.; Eureka Vacuum 
Cleaner Co. as sales manager, 
and previous to his going with 
the Lochinvar organization, Mr. 
Bullion was associated with the 
Detrola Corp. 


KANSAS DEALER 20 
YEARS IN BUSINESS 


Mr. and Mrs. J. H. Anderson 
are celebrating the twentieth an- 
niversary of their entry into the 
hardware business at 31st St. 
and Prospect Ave., Kansas City, 
Mo. 
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SIMPLIFIED PRACTICE 
ASH HANDLES APPROVED 


The current revision of Simpli- 
fied Practice Recommendation 


R76, Ash Handles, has been ac- | 


corded the required degree of 
acceptance by the industry, and 


is to become effective August 1, | 
1940, according to an announce- | 


ment by the Division of Simpli- 
fied Practice, National Bureau of 


Standards. The revised recom- | 


mendation will be identified as 


Simplified Practice Recommen.- | 


HARDWARE BRIEFS 





Name and Address 


CONNECTICUT 
Meriden, State St. 


KANSAS 
Beloit, Fitsgerald Hdwe. 
Kinsley, Nevins Hdwe. 


LeRoy, Wimer Hdwe. 


Feature Owner or Manager 


New hardware and home furnishings store Michael Salamandra 


In temporary location during modernization 

Moved to Dodge City to be combined with 

Dodge Hdwe. in new location 

Discontinuing business Mr. Wimer 


dation R76-40. MASSACHUSETTS 

The first edition of this recom- | Beverly, Beverly Hdwe., New business William A. Center 
mendation, adopted by a general | 278 Cabot St. 
conference of  representative| NEW YORK 


New York City, To move to new and larger quarters at 
C. N. Hdwe. & Paint Co. 3018 Mermaid Ave., Coney Island, N. Y. 


manufacturers, distribntors, and 
users, on August 19, 1927, estab- 
lished three grades of handles 
known as XX, X, and 1. For 
greater clarity, the proposed re- | 
vision changes the designation of nies RE a a ee 
these grades to A. B, and C, re- 
spectively. In addition. these basic | and garden tools; and (2) shov- | are added. The weights of wood | pounds per cubic foot. Defini- 
grades are each subdivided to | els, spades, and scoops. Provi-| falling in each grade, formerly | tions of blemishes have been 
provide handles suitable for: (1) | sions covering stems—short han- | specified as heavy, medium, and added, and other features of the 
fork, rake, hoe, and kindred farm | dles used to make D handles— | fair, are defined in terms of | recommendation clarified. 


PENNSYLVANIA 


Clarion, Weaver Hdwe. 


In new quarters at 611 Main St. 











WEST COAST BUILDERS’ HARDWARE MEN FORM CLUB 





Here are West Coast builders’ hardware men, who recently gathered at a banquet to form the North California Builders’ Hard- 
ware Club, San Francisco, Calif.: 1-3, Willard White, Michael McCarty, and Arthur Geiger, Dunham, Carrigan & Hayden Co., San 
Francisco; 4-5, Kenneth Murray and George Murray, Murray Hdwe., Sacramento; 6, W. W. Brasier, Yale & Towne Mfg. Co.; 7, 
Robert S. Logan, Marshall Newell Supply Co.; 8, Thomas R. Fe'ts, Yale & Towne Mfg. Co.; 9, Tom Hewton, Baker, Hamilton & 
Pacific Co., San Francisco; 10, Al Shields, P. & F. Corbin; 11, Sam Elkins, Stanley Works; 12-13, C. L. Mason and E. G. Ward, 
Thomson-Diggs Co., Sacramento; 14-15, Milton E. Jackson and Carl Bakkerud, G. B. Jackson & Sons; 16, R. M. Powers, Wisnom 
Hdwe., San Mateo; 17, W. R. Voorhees, manufacturers’ representative; 18, R. F. Wisnom, Wisnom Hdwe.; 19, W. R. Voorhees, Jr., 
W. R. Voorhees Co.; 20-21, Bruce Dohrmann and Harry Herrington, Palace Hdwe. Co.; 22, Vernon Lewis, Marshall Newell Supply 
Co.; 23, Robert L. Dohrmann, Palace Hdwe. Co.; 24, Harold Dumbell, executive secretary, National Contract Hardware Associa- 
tion; 25, D. E. Golden, Schlage Lock Co.; 26, E. M. Grinnell, Hardware World; 27, George Tupper, Oscar C. Rixson Co.; 28, 
Dick Rodham, Maxwell Hdwe.; 29, S. W. Armstrong, Stanley Works; 30-32, John Nebeling, Kirby Cabelleira, and Ben Gehling, 
Maxwell Hdwe.; 33, Joe Hyde, Schlage Lock Co.; 34, Cliff Jacobson, S. Mariani & Sons; 35, Tom Moran, Schlage Lock Co.; 36-37, 
Gene Mariani and Oliver Bean, S. Mariani & Sons; 38, F. C. Osborn, Macklanburg-Duncan Co., Oklahoma City; 39, M. Kendrick, 
Schlage Lock Co.; 4041, George Lee and P. S. Garvey, Lee Hdwe.; 42, Cleve Rice, Richards Wilcox Mfg. Co.; 43-44, Ben Holiday 
and Brace Hayden III, Dunham, Carrigan, Hayden Co.; 45-46, Harold Johnson and Gene O’Connor, J. B. Rice Co., Vallejo; 47, 
John McNamee, Schlage Lock Co.; 48, L. W. Dixon, McKinney Mfg. Co.; 49-51, W. D. Putnam, R. W. Putnam, and F. G. Johnson, 
Norton Door Closer Co.; 52, L. Raemsch, Turner Hdwe., Stockton; 53, George Baack, Record Hdwe.; 54, H.'E. Parker, San Jose 
Hdwe., San Jose; 55, L. J. Du Fresne, Schlage Lock Co.; 56, Gene Hundley, Hundley Hdwe.; 57, Herb Logan, J. B. Rice Co., San 
Rafael; 58, Jim Ryan, Schlage Lock Co.; 59, H. W. Sites, Marshall Newell Supply Co.; 60, Harold Rose, Yale & Towne Mfg. Co.; 
6162, Bernie Marsh and Clyde Thompson, Schlage Lock Co.; 64, W. L. Collins; 66, Tom Stretch, Hundley Hdwe.; 67, Tom Palmer, 
P. & F. Corbin; 68, Biff Hoffman, Marshall Newell Supply Co.; 69, Adam Goode, E. B. Sutton Co.; 70, J. Van Housen, McKinney 
Mfg. Co.; 71, Roy Watkins, Russell & Erwin Mfg. Co. 
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Chairman of Mfrs. 
Credit Committee 


H. C. JACKSON 


Of the American Hardware 
Corp. New Britain, Conn., 
whose election to the chairman- 
ship of the hardware manufac- 
turers’ credit committee was 
announced on page 71 of the 
Aug. 22 issue of HARDWARE 
AGE. Mr. Jackson heads the 
committee which will have 
charge of activities during the 
coming year including the pro- 
gram at the New Orleans 











Credit Congress of the Na- 


tional Association of Credit 





Men in May, 1941. 












OFFICERS ELECTED FOR 
HARDWARE & SUPPLY CO. 


At a recent meeting of the 
board of directors of the Hard- 
ware & Supply Co., Akron, Ohio, 
the following officers were elected: 
president, Hesket H. Kuhn; vice- 
president, W..W. Wohlend; trea- 
surer, E. W. Hartzel, and secre- 
tary, C. C. Walker. 










HESKET H. KUHN 


| 
' 
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CASH FARM INCOME FOR 1940 | 
ESTIMATED AT $8,900,000,000 | 


Present prospects are for a 
total cash farm income, includ- 
ing Government payments, of 
about $8,900,000,000 in 1940, the 
Bureau of Agricultural Econom- 
ics reported in its monthly anal- 
ysis of the farm income situation. 
This is about $360,000,000, or 
five per cent, higher than in 1939, 
and will be the second highest 
for any year since 1930. In 1937 
cash farm income, including Gov- 
ernment payments, totaled $9,- 
111,000,000. 

This tentative estimate of farm 
cash income for 1940 includes 
income from farm marketings and 
commodities placed under loan, 
and from Government payments. 
It is based upon income received 
in the first seven months of 1940 
and prospective marketings and 
prices during the last five months 
of the year. In estimating the 
trend of prices for the remainder 
of 1940, continuation of the war 
in Europe was assumed and al- 
lowance was made for some fur- 
ther improvement in consumer 
demand for farm products. The 
estimates of prospective market- 
ings were based upon the August 
1 forecast of production for 
crops, the number of livestock 
on farms likely to be marketed 
during the remainder of the year, 
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and the probable volume of dairy 
and poultry production. 


sumption in 1940 probably will | 
be slightly higher than in 19339, | 
when it totaled $1,229,000,000. | 
The low price of hogs probably 
has been more than offset by | 
higher prices of dairy products 
and fruits and vegetables. Gross | 
farm income, including Govern- | 
ment payments in 1940 is | 
expected to total about $10,150,- | 
000,000, compared with $9,769,- | 
000,000 in 1939. | 
Government payments in 1940 | 
may be slightly smaller than in | 
1939, when they totaled $807,- | 
During the first seven months | 
of 1940 cash income from farm | 
marketings totaled $359,000,000 | 
more than in 1939, and Govern- 
ment payments have been about 
the same as in 1939. It now seems 
probable that cash income from 
farm marketings in August will 
total higher than in 1939, but 
income during the remainder of 
the year may not be greatly dif- 
ferent from that of a year earlier, 
because of the marked rise in | 
prices last year following the out- 
break of the war in Europe. 


| 
} 
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IN THEIR SELLIN 
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‘because they can deliver finer 
gloss, longer life and freedom 


from film burning ! 


hen a painter sells a paint job he sells two things — new 
beauty to greet the eye — and lasting protection for the 
The total value of products| property. But selling is convincing. And Painting Contractors 
retained on farms for home con-| are selling better jobs by telling the Story of Pol-mer-ik 
Boiled. Help them sell more quality jobs by supplying them 
with the new Pol-mer-ik Boiled folders. They're free. Write 


for them. 


PREVENTS FILM BURNING 


Pol-mer-ik Boiled is the accu- 


| rate-drying linseed oil. It con- 


tains the correct proportion of 
quality driers. It is tested for dry- 


| ing accuracy. It dries evenly to a 


tough, strong film. Pol-mer-ik 
Boiled gives control over the dry- 
ing factor of the paint job. 













POL-MER-IK 
Boiled 
THE GREATEST CON- 


TROL FACTOR FORA 
QUALITY PAINT JOB 


A SIZE FOR 
EVERY PAINT JOB 
Pints, Quarts, 1, 2, & 5 


GREATER 
APPEARANCE VALUE 


The cooked oil in Pol-mer-ik is 
an extra value at no extra cost. It 
is a pure linseed oil of heavy vis- 
cosity. It makes paints brush and 
level better — gives them finer 
gloss and greater durability. 


| Archer-Daniels-Midland 

| Company HA 40K 
Roanoke Building, 

| Ai i a BAL 





| Please send me ......-- Pol- 


mer-ik folders and the name of 
! the nearest Jobber. 
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PREFERRED BY 
PATTERN MAKERS 


Recommended to all others 
who value close accuracy 
and long edge-life! 


Russell Jennings Auger Bits, forged from special 
high-carbon steel, are micrometrically sized, hand 
sharpened, and individually tested in tough hickory 
before leaving the factory. The result: accuracy of 
size, keen cutting edges that last, and uniform qual- 
ity. 

Because of this, a generation of pattern, cabinet 
and furniture makers—and numerous others doing 
high grade work—have used the genuine Russell 
Jennings Auger Bit purely as a matter of good 
business. 


Hardware dealers and jobbers, in turn, have found 
it good business to keep representative stocks al- 
ways on hand. Let us send you our complete cata- 
log and counter display card. 





d 


AUGER BITS 


THE RUSSELL JENNINGS MFG. CO., CHESTER, CONN. 
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| Dallas, Texas, with Charles Jar- 
} rett as 


| branch to be opened by Devoe 
| in 1940. 


| years, has been selling in the 


DEVOE BRANCH IN DALLAS; 
JARRETT NAMED MANAGER 

The Devoe and Raynolds Co., 
New York City, has announced 
the opening of a sales branch in 





voted to races and other competi- 
tive games for men, women and 
children. Due to the extremely 
hot weather many preferred the 
swimming pool to the games, al- 
though a few braved the heat on 


the tennis court and in a ball 
game. Refreshments, in the form 
of coffee, ginger ale and milk 
were served, with the compli- 
ments of the company. Each 
child present was given a sou- 
venir of the day and each of the 
ladies received silver pastry serv- 
ers. In the evening there was a 
stage show, the program being 
concluded with a dance. The 
success of the picnic was largely 
due to the efforts of the com- 
mittee, L. F. Rott, B. Bernheim 
jand James McCleave. 





easter 





| HILLWOOD MFG. CO. NAMES 
N. Y. REPRESENTATIVE 


| 

| The Hillwood Mfg. Co., 21700 
St. Clair Ave., Cleveland, Ohio, 
has appointed O. C. Henkel & 
Son, manufacturers’ representa- 
tives of 15 E. 26th St., New 
York City, to represent the com- 
pany in the New York metro- 
politan area to the hardware job- 
bing trade. 


CHARLES JARRETT 


manager. The Dallas 
branch becomes the third new 


Mr. Jarrett, for the past eight 





Southwest territory for the Peas- | 
lee-Gaulbert Paint and Varnish | -—— 


Co., a Devoe subsidiary. | He| NEW OFFICERS OF 
started with the Pée-Gee Co. in | 
SEMMES HDWE. CO. 


1912, at the age of 18. 
; Fred G. Doyle has been elected 
| president of the Semmes Hdwe. 


1400 ATTEND PICNIC OF | Co., Savannah, Ga., and William 
GEO. WORTHINGTON CO. | E. Sinclair has been elected vice- 


Nela Park, Cleveland, Ohio, | president. Mr. Doyle, who has 
was the scene of the annual pic- | been vice-president of the com- 
nic of The Geo. Worthington Co., | pany for about 32 years succeeds 
Cleveland, wholesale hardware | the late W. A. Semmes. Mr. Sin 
distributors, which was attended | clair has been with the company 
by more than 1400 employees and | a number of years and has served 
The afternoon was de- | as secretary. 


guests. 
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_REMINGTON MEN AT NATIONAL SKEET SHOOT 
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The Sixth National Skeet Championships, Aug. 6-10, at the 
Onondaga Skeet Club, Syracuse, N. Y., were the largest nationals 


| in the history of the sport. Above are shown representatives of 


the Remington Arms Co., Inc., Bridgeport, Conn., in attendance. 
Seated, left to right, are: W. G. Hill, Cambridge, Mass.; J. P. 


| Terry, Plainfield, N. J.; L. S. Webb, Richmond, Va.; R. C. Swan, 


| Bridgeport, Conn. 


Standing, left to right, are: M. S. Ames, 


| Rochester, N. Y.; E. L. Ilgner, Los Angeles, Calif.; Dewey God- 


frey, Dallas, Tex.; C. H. Smith, Rochester, N. Y.; R. H. Cole- 
man, Bridgeport, Conn.; R. C. Miller, Lansing, Mich., and D. S. 
Reynolds, Bridgeport, Conn. 
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FINANCING MOST SERIOUS PROBLEM 
BESETTING SMALL BUSINESS 
S.E.C. report lists small loan insurance 


for banks and establishment of regional 
finance corporations possible remedies 


(Washington Bureau 
of HARDWARE AGP) 


Reporting on a year’s study of 
the problems of small business, 
the Securities and Exchange 
Commission has advised the Tem- 
porary National Economic Com- 
mittee that the principal obstacle 
to the prosperous development of 
small business units is the diffi- 
culty of obtaining adequate 
financing. In addition, however, 
the report warned that small bus- 
iness also requires improved 
operating efficiency and technical 
equipment and that if it is to 
survive it must match the operat- 
ing and developmental efficiencies 
enjoyed by larger business units 
through expert accounting, man- 
agerial and operating techniques. 

After interviewing — business 
representatives from Oregon to 
Massachusetts and undertaking 
regional surveys in seven widely- 
scattered cities, the Investment 
Bankers Section of the SEC, act- 
ing under the direction of the 


TNEC, completed its 211-page 
study on “The Financial Prob- 


lem of Small Business,” in a 
little more than one year. The 
report made no recommendations 
but listed as a means for secur- 
ing adequate capital “two pos- 
sibilities” both of which, it was 
suggested, would have “the effect 
of stimulating competition.” 

First, the study noted that 
local banks, finding it difficult 
if not impossible to make the 
type of loans needed by small 
business, should be encouraged 
to do so by some legislation un- 
der which loans of such a charac- 
ter could be placed upon an in- 
sured basis. 

The second possibility men- 
tioned in the report was the 
establishment of regional finance 
corporations under legislation en- 
abling the government to cooper- 
ate in the establishment of such 
institutions by the purchase of 
preferred stock while allowing 
private capital to supply the real 
venture capital through common 
stock and to direct the manage- 
ment. This proposal was ad- 
vanced several months ago by 
SEC Chairman Jerome Frank 
and was characterized in the 
SEC report as a plan to provide 
government aid in a field not 
now served, without imposing 
any degree of government control 
upon private enterprise. 

Senator Joseph E. O’Mahoney, 
Democrat of Wyoming, who as 
chairman of the TNEC made the 
report public, called the study 
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of “great interest,” observing that 
“many states, including those of 
the west, which are now beyond 
the area of highly developed in- 
dustry would be among the first 
to benefit from the stimulation 
and decentralization of enter- 
prise.” 

Divided into two parts, the re- 
port consists of (1) a general 
analysis of the economic and 
financial aspects of small busi- 
ness; and (2) statistical data, 
field studies and certain special 
studies dealing with some of the 
newer types of finance institu- 
tions which, it was said, have 
been specializing in the financing 
of small business. 

Credit, the report said, is being 
successfully extended to smal! 
business, witness the phenomenal 
and profitable growth of the “re- 
tailers” of credit—the accounts 
finance company, the factor, the 
personal loan companies, etc. The 
report attributed the successful 
experience of these lenders to 
the development of such tech 
niques and methods as_ pooling 
of risks; routine procedures for 
appraisal, accounting, and ser 
vicing; and_ establishment of 
schedules of charges appropriate 
to each class of risk as well as 
to individual risks. 

It was suggested that encour 
agement be given in this direc- 
tion “by encouraging the organ- 
ization of additional finance and 
factoring companies of moderate 
size and a wider extension of the 
field of activity of the existing 
companies, coupled with some 
machinery for the coordination 
of their functions and activities 
in such a way as to reduce costs 
and to improve terms.” It was 
recommended also that consider- 
ation be given to the desirability 
of providing “insurance against 
losses sustained by such inter- 
mediary institutions either by an 
agency of government or by a 
corporation privately financed 
and expressly organized for that 
purpose.” 

JOHNSON CO. CELEBRATES 
SILVER ANNIVERSARY 


Twelve hundred customers and 
friends of Jack Johnson recently 
helped him celebrate the silver 
anniversary of his firm at 
Nemaha, Neb. The Johnson Co. 
started in business there on July 
29, 1915, when the firm was pur 
chased from Edwards and Brad- 
ford by Charles W. Johnson and 
John O. (Jack) Johnson. 











THESE ROUND CANS ROLLING 





Sell one can of Kester Metal Mender. Your 
satisfied customer tells a friend, and before 
long another can rolls away. Then another 
and another until you have a real business 
on this famous home solder. 


When you sell Kester Metal Mender you're 
selling a real quality product that is backed 
with a big national advertising campaign 
to help you move it in volume. Kester 
Metal Mender is the finest in the field... . 
an item that’s as good for your reputation 
as it is for your pocketbook. It will help 
bring customers back to your store again 
and again. 


Put the striking Kester Display Carton in 
one of the places in your store where it 
can do you the most good: beside the cash 
register or with the wiring supplies. Then 
watch the cans roll out . . . and the cash 
roll in! 


KESTER SOLDER COMPANY 
4207 Wrightwood Avenue Chicago, Illinois 


Eastern Plant: Newark, N. J. 
Canadian Plant: Brantford, Ont. 


KESTER 


METAL MENDER 


/ 


... and watch ‘em Ga: 
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Greenlee pe 


AUTOMATIC PUSH DRILL - 


EASY TO SELL 
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LET THIS TOOL 
SELL ITSELF 


Here is an Automatic Push 
Drill that will actually do 
its own selling job for you. 
It’s really a fine looking 
tool, sturdily constructed, 
with either the all-trans- 
parent handle, or the hard- 
wood handle with a trans- 
parent ring next to the 
metal cap showing the ends 
of the drill points. Both 
handles serve as a maga- 
zine for 8 drill points mak- 


ing any size drill readily acces- 
/ sible by simply turning the metal 


cap. 


For more information about this 
fast selling drill and the com- 


plete 


line of Greenlee tools for 


the Woodworker, Electrician, and 
Plumber, write today for Catalog 
31, and mention the name of your 


jobber. 


GREENLEE TOOL CO. 
1715 Columbia Ave., Rockford, Ill. 


TOOLS THAT STAY Sold! 











KITCHEN PLANNING SCHOOL HELPS DEALERS 





The kitchen planning school of the Youngstown Pressed Steel 
Co., Warren, Ohio, is proving an effective sales help in training 
both distributors’ and dealers’ salesmen to plan efficient kitchens, 
and is demonstrating that kitchens are easy to sell when prop- 
erly planned. The ABC of planning is arrangement for beauty 





and convenience. 


Here salesmen are shown actually planning 


Youngstown Pressed Steel kitchens with miniature units. 


TULSA, OKLA., FIRM 
IN NEW QUARTERS 


| 

The Marshall Supply & Equip- | 
ment Co., Tulsa, Okla., is now 
occupying a new building at 109 | 
W. First St. The removal was in 
conjunction with the celebration 
of its fifth anniversary in busi- 
ness. This industrial supply firm 
has had remarkable growth under 
the management of its officers: 
W. P. Marshall, Jr., president; 
Fred Dibort, vice-president and 
general manager; J. O. Braswell, | 
sales manager and Tom Scott, 
secretary and treasurer. 

The company has added two 
new men to its sales force; Fred 
C. Robbins, formerly with the 
Gates Hardware Co., and John | 
Nestor, formerly with the Ma- | 
chine Tool & Supply Co. 


TRAVELIERS GOLF PARTY 
FEATURES MEETING 
The Southeastern Traveliers 
Club, organization of salesmen 


| calling on hardware jobbers and 





| Plumb, Inc.; Robert S. Martin, 


mill supply distributors, held a 
golf tournament at East Lake 
Country Club, Atlanta, Ga., re 
cently, in connection with its 
regular monthly meeting. 

T. B. Robertson, Columbian 
Rope Co., shot an 82 for the low 
round of the day. Robertson also 
tied for the blind bogey with 
T. W. McAllister, Southern Hard- 
ware. Other prize winners were: 
George Stanley, Fayette R. | 


manufacturers’ agent; William 
Burkitt, Lunkenheimer Valve 
Co.; John Goodwin, Southern | 
Hardware; A. R. Kivette, Amer- | 


| manufacturers 


| surer, 
Southern Hardware, secretary. 


ican Chain & Cable Co., Inc.: 
| Frank B. Ross, Bird & Son, Inc.; 


and Otho Shipley, Curtis Pub- 
lishing Co., who was a guest for 
the day. 

The golf tournament was fol- 
lowed by an enjoyable dinner 
meeting on the club terrace. 

The Southeastern Traveliers 
Club is a young organization, 
formed in the early part of the 
year, but already has 50 mem- 
bers among the representatives of 
the mill supply and hardware 
who travel the 


southeastern territory. Officers 


| of the club are J. T. Cobb, H. B. 


Sherman Mfg. Co., president: 
Harry Olson, Oliver Iron & Steel, 
vice-president; Harris B. Car- 
lock, Beaver Pipe Tools, trea- 
and John M. Goodwin, 


EXPORT FIRM OPENS 
OFFICE IN JAVA 


Paul E. Sammann & Co., 8-10 
Bridge St., New York City, export 
firm, has opened an office at Prin- 
centraat, 16, Batavia, Java. The 
company will also shortly open 
an office in Singapore and expects 
to open sales offices in both Cal- 


| cutta, India, and Rangoon, Bur- 


ma. 


HOUSEWARES GROUP 
CHANGES NAME 


The name of The House Fuar- 
nishing Manufacturers Associa- 
tion of America has been changed 
to the Housewares Manufac- 
turers Association. Headquarters 
are in Room 628, Palmer House, 
Chicago, Tl. 
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Stewart McDonald Advises Of 
FHA Financial Position 


(Washington Bureau 
of HARDWARE AGB) 
Charges against the Federal 
Housing Administration’s home 
mortgage insurance reserves still 
amount to only a fraction of one 
per cent of the total amount of 
mortgages insured, according to 
a statement by Administrator 
Stewart McDonald on the finan- 
cial position of the FHA as of 
June 30, 1940. 
As of this date, beginning with 


325,466 and liabilities of $4,- 
517,809. 

The Housing Insurance Fund 
(reserves for large-scale housing 
mortgage insurance) on June 30, 
1940, had assets of $5,977,794 
and liabilities of $3,774,621, con- 
sisting largely of debentures is- 
sued or authorized in payment of 
insurance to lending institutions. 
Debentures had been issued in 
exchange of four projects with 
mortgages which were insured 


This drives women 


almost crazy 














which the FHA became entirely | under the operations of the Ad- 
self-supporting, the agency had| ministration’s large-scale housing 
acquired from the inception of | program. 

its program in 1934 1,728 small Claims under Title I (mod- 
home properties out of a total} ernization and repair loans) on | 
7 of 538,117 premium paying mort-| July 30, 1940, totaled $27,303,599 
- gages totaling $2,288,347,588 in| on 113,021 notes. Total notes re- 
































ma original principal amount. ported for insurance as of that 
op- Mr. McDonald said that of the| date numbered 2,589,322 and 
uty properties acquired after fore-| amounted to $1,073,172,387. With 
ing closure by lending institutions| the total claims paid, recoveries 
1,006 had been sold with net| amounted to $9,789,614, notes 
charges of only $563,531 ac- charged off as _ uncollectible 
== cruing against the Mortgage In- amounted to $3,793,860, and un- | 
aia tok. recovered claims in process of 
wage The Administrator announced collection $13,720,125. 
IC. ; July 1, 1940,” Mr. McDonald 
b- that on June 30, 1940, the Mu- - : : 
u declared, “marked an important 
for tual Mortgage Insurance Fund] _. F a 
had oa £ $33.737.046 milestone in the history of the 
BS tales aseste © $33,7 ; FHA. On that date we became 
fol- and total liabilities of $6,567,619. entirely self-supporting and all 
ner consisting almost wholly of deb- money required for operating ex- 
entures issued or authorized in penses will come hereafter from 
ers ‘ payment of insurance to lending| our own funds, derived chiefly 
on, institutions. At the end of 1939| from FHA insurance premiums 
the i the fund had total assets of $30,-|.and appraisal fees.” : b t J | 7 d H 
... DUT my! How it drives 
0 — $$ —______— ————s —— —— —— 








he WINS SIX OUT OF SEVEN GAMES ‘in SALES for YOU! 








ers 
B. 
at; MOST WOMEN KNOW how unavoidable those nasty 
el, little daily accidents about the house are—especially the 
ar- ones that litter the carpet... 
oul That’s why women the country over understand these 
m, “little accident” ads for Bissell Carpet Sweepers—that’s 
one reason they’re read by five times as many women as 
the average ads of the same size in the same publications!* 
And that’s why they se// Bissell Sweepers for you! 
For these ads appear throughout the year in almost 
every women’s magazine of national prominence...a 
10 combined circulation of almost 20,000,000! That's al- 
rt most two-thirds of the families in the whole country— 
n- enough to insure that a majority of your customers read 
he Bissell’s sales message, and are prospects for your Bis- 
en sell sales. 
. All you have to do to make these sales is to concentrate 
on one line of sweepers—Bissells! Display Bissells prom- 
at inently in your store...in your window. Talk up Bis- 
sells at every opportunity. Tie-in your advertising with 
This ball team composed of employees of the Warner Hard- — - apenas oagenan one on ny - om ger 
, : : P | pet sweeper business! 
ware Co., Minneapolis, Minn., entered the Commercial League a ? 
of the local park board and won six out of a seven-game series. (*From actual survey figures, over a 5-year period.) 
r- In the front row, left to right, are: Lowell Pick, office clerk, 
.- Earl O’Dean, receiving clerk; Frankie Glad, warehouse man; | 


BISSELL 


The world’s fastest-selling 
carpet sweeper! 


d Ev (Gerry) Clemons, order clerk; Vince Carlson, branch store 
contact man; C. Dahl, order filler; Orv Bjorklund, receiving 
clerk; back row: Julie Andrews, porter; Kim Cummings, office | 
boy; Frank Edwards, shipping clerk and team manager; Med 
e, Klingensmith, salesman; Sid Thulen, city desk man; Bob Staska, 
salesman ; Curt Johnson, packer, and Rollie Lindstrom, price clerk. 
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Warren Telechron Men Review Fall Line 





District field representatives of the Warren Telechron Co., Ashland, Mass., met with 
factory executives at the home office recently to discuss plans for merchandising the fall line 
of Telechron electric clocks. Seasonal additions to the line were enthusiastically received, 
as were the sales and advertising plans outlined during the conference. 

Here are, front row, left to right: Alvin Fisher; A. W. Pingree, New England district 
manager; R. T. Woodward, Philadelphia manager; R. J. Buckley, assistant to field manager; 
I. W. Kokins, vice-president; Henry E. Warren, president; N. R. Birge; A. C. Danekind; 
R. M. Mitchell, treasurer; C. E. Davis, vice-president. Back row: Guy Cooper, Los Angeles 
manager; D. Blair, field manager; S. H. Waters, order service supervisor; J. W. Babb, Chi- 
cago manager; M. E. Trimble, New York manager; L. A. Davis, supervisor service department; 
M. C. Huie, Dallas manager; W. F. Bigelow, assistant to C. E. Davis; A. A. West, St. Louis 





ROYAL ELECTRIC CO. 
NAMES REPRESENTATIVES 


The Royal Electric Co., Inc., 
Pawtucket, R. 1. has appointed 
the following representatives: for 
Indiana and Michigan, Block 
Brothers, 42 E. Watson, Detroit, 
Mich.; for Arkansas, Louisiana 
except New Orleans, New Mex- 
ico, Louisiana; J. B. McDonald, 
710 Winston, Dallas, Tex.; for 
Florida, Kentucky west of Louis- 
ville, Mississippi, Tennessee west 
of Nashville; Malcolm Robertson 
Co., 1500 12th Ave., So Birming- 
ham, Ala.; for Alabama, Georgia, 
North Carolina, South Carolina, 
Tennessee east of Nashville, 
Witherspoon & Clower, 376 Nel- 
son St., S.W., Atlanta, Ga. 





LAKESIDE ALUMINUM CO. 
MOVES EXEC. OFFICES 


The Lakeside Aluminum Co., 
has moved its executive offices 
from Menominee, Wis., to 2619- 
33 Fourth St., S.E., Minneapolis, 
Minn. Elmer H. Smith of Min- 
neapolis is president and general 


| manager; L. L. McBurney, sales 


manager; E. T. Gadbois, control- 


| ler, and L. A. Thesenga, sales 


manager. 


SULLERS JOINS STAFF 
OF IMPERIAL KNIFE CO. 
The Imperial Knife Co., Provi- 

dence, R. I., has appointed James 
G. Sullers as its representative 


manager; John Birge, advertising manager; H. E. Blackburn, Cleveland manager; E. J. 
Holland. manager special clock sales; W. J. Haggerty, manager motor sales, and F. B. Davis, 


Atlanta manager. 


CHICAGO SPORTING GOODS 
FIRM IN NEW QUARTERS 


Faber Brothers, well known | 


wholesalers of sporting goods in 
Chicago, after 20 years at the 
same location are moving to a 
central location with enlarged 
quarters including warehouse and 


modern sample rooms. The move | 


will be celebrated by the holding 
of Open House at the new ad- 
dress, 223 W. Erie Street, Chi- 
cago, Sept. 27, 28 and 29, these 
days coinciding with the Hunters 
and Winter Sports Show. 


ROBESON CUTLERY CO. 
ADDS TO SALES STAFF 


George W. Thomas has been 
appointed representative in Texas 
and Oklahoma by the Robeson 
Cutlery Co., Inc., Perry, N. Y., 
and Glenn C. Wilcox has been 
appointed to represent the com- 
pany in Illinois and Iowa. Both 
Messrs. Thomas and Wilcox were 
formerly associated with the Sim 
mons Hdwe. Co., St. Louis, Mr. 
Thomas as cutlery sales manager 
and buyer and Mr. Wilcox as 
special cutlery salesman. 





in New York, New Jersey, Penn- 
| sylvania, Maryland, Delaware. 
| and District of Columbia. 








WARNER EMPLOYEES MARCH IN MINNEAPOLIS PARADE 





The Warner Hardware Co., Minneapolis, Minn., was the city’s only hardware and sporting 
goods store to march in the recent Minneapolis Aquatennial parade. There were 100 of the 
company’s employees dressed in uniform; the girls in brown skirts and aqua-colored blouses; 
the boys in brown slacks, tan shirts and brown caps. All had two-color emblems on their 
sleeves. So much publicity was gained that the company is making plans for the 1941 
Aquatennial. 
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PROVED BY DEALERS 
APPROVED BY WOMEN 


This sensational new invention has made 
all other Mop Wringer Pails old fashioned. 
Women go wild over its ease and sim- 
plicity. And dealers everywhere are prov- 
ing that here’s a reat sales-building, 
profit-making item! You, too, will find it 
a worth while addition to YOUR House- 
hold Metalware Department. Leading 
Hardware Jobbers are featuring it. Ask 
your Jobber’s Representative about DeLuxe 
Wringer Pail No. 2940. 


/ 


Schlueter Mfg.Co. 
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UNUSUAL FEATURE! 


| Amco “All-Weather” Rope is a specialty item that brings 
| new business and keeps old customers coming back. Amco 


is the original rot and waterproofed rope. The special 


| cordage solution used contains neither tar, graphite, nor 
| creosote. Impartial tests prove it to be far superior to any 
| other rope, treated or untreated. Amco Rope retains high 
| tensile strength longer and a greater resistance to the 


weathering of farm use and the 
abuse of marine and industrial 
work. But for all its extra value 
and longer life, Amco costs no 
more per pound nor weighs no 
more per foot. It’s no wonder 
dealers find it easy to increase 
their’ rope volume with Amco. 
Every dealer who has taken on 
AMCO ROPE has substantially 
increased his rope business. 
Write us for complete details. 


AMERT AN MANUFACTURING COMPAN 


E&WEST STREETS, BROOKLYN, N.Y. 
Western Factory: 


ST. LOUIS CORDAGE MILL 


~-LOUIS, MO. 
Fae Fy RE 


£16 8 SR DO MOLITOR cy ATT ae 
SK et aterat Sy Be iby 


DOS be « ‘ 


SER 


ALL-WEATHER. R , oe 
MANILA e/ 
AMERICAN ‘‘SUPERIOR’’ MANILA ROPE 


TWINE © OAKUM ¢ PACKING 


89 





_ @ Here’s one way to 


inerease your sales and profits 
in 1939: Carry a stock of the 
new Rrxson Un1i-CuHeEck Floor 
Checks,and tell contractors,arch- 
itects and building owners that 
you have them! Simple, good 
looking, no bulky hinges, no 
projecting arms... gentle but 
positive closing .. . they sell on 
their merits, at practically the 
same cost as clumsy, projecting 
type overhead door checks. . 

and bring good profit to you. 


PACKED CONVENIENTLY 
TO CARRY IN STOCK 


For single-acting interior doors, 
in individual 

carton, com- 
plete for 


Geiphia: 211 Greenwood Ave., Wyncote, 






















installa- 






THE OSCAR C. RIXSON CO. 
4446 Carroll Avenue, Chicago, Ill. 


RIXSON Representatives at — New York: 2034 Webster Ave.—Phila- 
Pa.—Atianta: 152 Nassau St.—New 


Orleans: 2°30 Jefferson Ave.—San Francisco: New Montgomery St.—Les 


Angeles: 909 Santa Fe Ave.—Seattie: 414 17th Ave., No.—London, Ostario, 
Canada: Richards-Wileex, Ltd. 








SIC 




















UNI-CHECK—FOR SINGLE-ACTING INTERIOR DOORS 
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OBITUARIES 





GEORGE NEWTON GROFF 

George Newton Groff, general 
manager of Wm. H. Cole & Sons, 
Baltimore, Md., wholesale hard- 





GEORGE N. GROFF 


| ware distributors, passed away 


Friday, Sept. 6. He was stricken 
while at his desk. 

Mr. Groff, who was first presi- 
dent and one of the founders of 
the Baltimore Hardware Club, 
began his affiliation with Wm. 
H. Cole & Sons in 1888 and in 
the years that followed has served 
the company in various capac- 
ities. He became general man- 
ager on May 1, 1914. 

On Jan. 19, 1938, over 80 local 
and nearby hardware jobbers 
and retailers together with other 
prominent hardware men in the 
industry attended a dinner at the 
Baltimore Hardware Club to do 
Mr. Groff honor on the occasion 
of his 50th anniversary with his 
company. At that time, also, Mr. 
Groff received his certificate of 
membership in the HARDWARE 
Ace Fifty Year Club. 


WILLIAM A. SEMMES 


William A. Semmes, 56, presi- 
dent of the Semmes Hardware 
Co., Savannah, Ga., passed away 
recently, following a brief ill- 
ness. Mr. Semmes began his 
business career in the order de- 
partment of the hardware com- 
pany under the training of his 
late cousin, R. T. Semmes, who 
was the founder of the company. 

Mr. Semmes spent two years 
in the house and then six years 
on the road as a traveling sales- 
man, later becoming an official. 
Mr. Semmes reentered the hard- 
ware business in 1922 following 





a period during which he prac 
ticed law. He was also a director 
of the Liberty National Bank and 
Trust Co. He leaves his widow, 
two daughters and a son. 





ELMER F. HOPPER, SR. 


Elmer F. Hopper, Sr., sales 
manager and a director of the 
Murphy Varnish Co., Newark, 
N. J., passed away recently in 
Maine where he had been vaca- 
tioning. He was 57 years old. 

Mr. Hopper entered the com 
pany’s employ in 1901 as an office 
boy. Four years later he became 
a salesman. He was made sales 
manager in 1919 and a director 
in 1924. He leaves his widow, 
and two sons, Elmer F., Jr., of 
Pittsburgh, and Addison W 
Hopper of Milwaukee. 





MAURICE E. GOLOMB 


Maurice E. Golomb, 51, trea- 
surer and general manager of the 
J. A. Williams Co., wholesale 
firm of Pittsburgh, Pa., passed 
away Aug. 20. Mr. Golomb had 
been engaged in the wholesale 
hardware business for 35 years. 
His widow, and two sons survive. 








WILLIAM A. JACK 


Vice-president and sales man- 
ager of the Isaac Walker Hdwe. 
Co., wholesale firm of Peoria, 
Ill., whose passing was an 
nounced on page 85 of the 
Sept. 5th issue of HARDW ARE 
AGE. Mr. Jack, who was 60 
years old, has been associated 
with the Walker company for 
more than 40 years. Death fol- 
lowed injuries sustained in an 
automobile accident. 





HARDWARE AGE 














prac 
irector 
ik and 
vidow, 


R. 


sales 
yf the 
-wark, 
tly in 
vaca- 
ld. 

com 
office 
ecame 
sales 
rector 
ridow, 
ir., of 
1 W 


trea- 
of the 
lesale 
passed 
b had 
lesale 
years. 
irvive. 


PITTS IN ATLANTA FOR 
PETERS AND REMINGTON 


Charles Anders Pitts, formerly 
sales manager of the Peters Car- 


tridge Division office at Jackson- 





ington Arms Co. and Peters. | 
| Headquarters are 1518-19 Healey | | 
Building, Atlanta, Ga. 

| Mr. Pitts succeeds C. c.| 
| Mitchell, who has been trans- 
| ferred back to the position of | 





| assistant district sales manager | 
| of Minneapolis district of the | 


cause of the illness of H. R. 

Entering the employ of the 
pany in 1927 as export manager. 
Mr. Pitts traveled throughout 
the world until 1931, when he 


was named southeastern sales 


he has held until his recent ap- 
pointment. 





| WINCHESTER ISSUES 

| REVUE OF GAME 
AND CROP CONDITIONS 

| The Winchester Repeating 
Arms Co., division of Western | 
Cartridge Co., New Haven, | 





CHARLES ANDERS PITTS 


ville, Fla., has been 


manager for Peters, a position | 


| Remington Arms Company, be- | 
Patterson, district sales manager. | 


former Peters Cartridge Com- | 


| 
} 
| 
| 
| 
| 
| 





| 


named | Conn., has issued its annual re- 


district sales manager of the| view of game and crop conditions | 


Atlanta district for both Rem-|in the United States. 





SPORTING GOODS DISPLAYS 





Two sporting goods displays of Draper-Mayhard equipment 
that induced a more than satisfactory volume of business to 
the display rooms of the firms that used them. One was the 


Kruse Hdwe. Co., Cincinnati, Ohio, and the other, the 
Richards & Conover Hdwe. Co., Kansas City, Mo. 
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YOU'RE LOOKING 
AT A - 














With this bike on your sales floor, your bicycle 
department is set for a busy, profitable Christmas 
selling season. (This bike is one of many models 
in the brilliant Shelby line.) The hundreds of 
Shelby dealers who are now breaking all sales 
records could tell you why... £) 1940 
SHELBY MODELS ARE STYLE-WISE AND 
VALUE-RIGHT! Important and exclusive talk- 
ing points will help you do a bang-up selling job. 
You can really sell Shelby’s Airflo frame, 2-Tone 
Color Harmonies and luxury styling. You can sell 
the extra values included in Shelby prices. ey 
SAFETY FEATURES APPEAL to MOTH- 
ERS and DADS! The best Christmas merchan- 
dise appeals to both the receiver of the gift—and 
the giver! Safety features like Shelby’s Shock- 
Ease Fork, triple fused and reinforced frame, 
powerful headlights and tail lights and Safety 
Crank will go over big with the mothers and dads 
who buy the bikes. “THE SHELBY PLAN”—A 
COMPLETE Program of ADVERTISING and 
MERCHANDISING FOR YOUR STORE! 
It’s an eye-opener, this Christmas kit of sales helps. 
Put them to work for 
you—drawing custom- 
ers to your store, mak- 
ing sales in your store. 
SEND FOR LAT- 
EST SHELBY CAT- 
ALOG AND PRICE 
LISTS TODAY! 


THE SHELBY CYCLE CO. ¢ SHELBY, OHIO 


Eastern Distributor: Jonas B. Oglaend, Inc., 12 Warren St., N. Y. C. 
Western Plant and Sales Office: 29th and Naomi Streets, Los Angeles 


Shelby 





























Community Boosting 


Dubuque, lowa, recently put on 
a “Sell Dubuque to Itself” pro- 
gram which included a series of 
27 addresses by a_ well-known 
speaker to women’s and men’s 





clubs. church organizations and 
the like, the idea being to make 
people proud of their city and to 
want to patronize local stores. 
There was a_ special campaign 
song for the meetings and all at- 
tending were given buttons with 
the slogan, “My Dubuque — My 
Home.” Citizens were also asked 
to sign a printed card bearing a 
pledge of loyalty to Dubuque with 
reasons why they could be proud 
of their home city. 


a “ * 


Retail Trade Service 


A comprehensive retail trade 
study was made recently by busi- 
ness men of Emmetsburg, Iowa. 
It was based on questionnaires 
which were mailed out to a select 
list of townspeople and farmers, 
and contained six question sheets, 


one including 15 general questions - 


applicable to the local retail set- 
up. Folks who answered the 
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TRADE TRAFFIC BUILDERS 


COMMUNITY PROMOTION IDEAS THAT 
IMPROVE RETAIL HARDWARE SALES 


questionnaire said that local stores 
did not carry a large enough va- 
riety of stock, that parking con- 
ditions were inadequate, that 
sales people sometimes lacked 
courtesy, and that credit require- 
ments were not as liberal as other 
towns. 


* * * 


Farm School 


Because Crookston, Minn., mer- 
chants are a live wire group, the 
University of Minnesota holds its 
Northwest School Farmers’ Week 
and Women’s Meeting there each 
year, which brings hundreds of 
farm families to Crookston to 
learn and to buy. Stores offer 
special bargains and provide 
plenty of entertainment, and this 
school is always a success from 
many angles. 


a * a 


Graduates 


Clinton, Iowa, business men an- 
nually present an eighth grade 
graduate with a Clinton folder, a 
key to the city and ice cream. A 





good will gesture which makes 
these young folks boost their home 
town. 







Dollar Day and 
Jitterbugs 

Business men of Lyons, Kan.. 
put on their Dollar Days in a dif- 
ferent and modern manner. All 
downtown street lights are turned 


sy {> 





on at a certain hour, and all win- 
dows showing Dollar Day specials 
are unveiled at the same time. 
Then the Dollar Day committee 
puts on a Jitterbug Dance and 
Contest at the City Hall, the dance 
funds thus secured being used to 
finance the next Dollar Day. This 
combination program works out 


very well. 
” * * 


Additional Shew 
Windows 
Waukesha, Wis., and Pekin, IIl.. 


associations of commerce have 
large display windows which are 
available, free of charge, to any 
retailer, wholesaler, or manufac- 
turer, who is a member, for 
displays during the year. Usually 
a display can stay in a window 
for four to five days, and thus 
merchants get additional window 
space in a prominent location. 
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PANTHER and 
DRAGON TAPES 


@ First to be Wrapped and 
SEALED in Cellophane. 





© Perfect Adhesiveness and Tensile | 


Strength. 
© Strong Distinctive Green Core. 
© Colorful Attractive Boxes. 


© A Company in the Insulation 
Business Since 1878. 








Sold Exclusively Through 
Distributing Wholesalers 








HAZARD INSULATED WIRE WORKS 


Division of the Okonite Co. 
Works: Wilkes-Barre, Pennsylvania 


New York Chicago Phil Iphi 


Dalles Washington Buffalo Wy 


Ationta Pittsburgh 
Boston Detroit Los Angele« 


Seattie Sen Francisco 





Cleveland St. Louis 
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FISHING TACKLE 
you can SELL with an 
ALL-AROUND O.K. 


“a RODS 
cr ARE canes > AND REELS 


QUALITY CONSTRUCTION 


y CORRECT STYLING. _ft ey 


y PERFORMANCE f a 
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Wien you feature Union Hardware Rods and 
Reels you are in a stronger position to convert pros- 
pects into thoroughly sold CUSTOMERS. All because 
you can offer, at attractive prices, top-quality tackle 
with sound, backed-by-fact reasons to support your 


sales argument. Buyers will be quick to note re- 
finements in styling and craftsmanship that make 
for better performance: solid, rugged construction: 
perfect balance and “feel”; careful attention to de- 
tail; durable, attractive finishes. And the well- 
known Union Hardware name makes the sale easier 
—helps put the profits in your pocket— and keeps 
them there. 


Ask your jobber for full particulars about the com- 
plete line of Union Hardware Fishing Tackle — 


steel and bamboo rods for every type of fresh and 


salt water fishing; also reels. 


iBEWEE . & | 
HARDWARE COMPANY 


aw EW 5 aw fw 
TORRINGTON, CONN. 


NEW YORK OFFICE ISI CHAMBERS STREET 













“9 like to know 
what Im buying” 





Of course he does. Smart Americans are 
like that. So most smart merchants sell 
well-known, nationally advertised brands. 
That’s why most grocery stores sell 
Campbell’s soups, and why most drug stores 
sell Bayer’s aspirin. 





And why most hardware stores sell Oneida 
Victor, Jump and Newhouse Traps. Regu- 
larly, year after year they have been adver- 
tised to your trapping customers. 


farmers and their boys are reading the Oneida Trap 
F 8 76, 25/ advertising in these 9 leading farm magazines. 






hunters and trappers see the 
Oneida Trap and Victor Duck 
Decoy advertising in these 
5 sporting magazines, 


ANIMAL TRAP COMPANY OF AMERICA « LITITZ, PA. 


aS/; pays to iel{ 


ONEIDA VICTORS 
The ttayas that ttappers know 
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‘Shovel Leaners’’ in the 
Hardware Business 
(Continued from page 54) 


still exists. What comprises this 
negative state of mind? Mere 
mental shovel leaning. And what 
are the shovels on which this type 
of business mind leans? They are 
of various sorts. Complaints 
about things that cannot be 
changed, the bruises of past years, 
and one of the worst is the ex- 
pectation of an upturn sometime 
after the political conventions are 
over. 

Of course there is no law that 
can force us out of this waiting 
attitude. It is a step we ourselves 
shall have to take on our own— 
by making the heaviest invest- 
ment of personal energy we have 
ever made in our lives. That will 
bring results of the kind we need. 
It always has, it always will. 

One thing this country has is a 
future. I have heard business men 
often say quite heartily, “Why 
I’m perfectly optimistic about the 
future.” But inquire what they 
are doing on the basis of their 
optimism and you only learn that 
they are waiting on the future 
or for the stock market to get ad- 
justed. Another shovel! You'll 
have to dig, hardware men, if your 
optimism is to come true. 

The positive state of mind is 
really doing things now. Men of 
the new positive type of business 
mind have freed themselves of 
false hopes and false fears. This 
type of hardware dealer looks 
upon his store or business as his 
litle farm. It doesn’t matter 
what the economists may argue or 
whether the stock market goes up 
or down, if this farm or business 
is to be worked I must do it. 

You see for a long, long time 
we have been watching the big 
parade, the big show, something 
that has insistently drawn our 
eyes away from our job. But now 
the job of selling more hardware, 
housewares, appliances and paints 
becomes the real show. Many saw 
this point long ago. Some were 
slower. Those who saw it, are 
actually moving ahead. They are 
using their shovels. 

As a live, wide awake hard- 
ware dealer, are you using your 
shovels or are you content just to 
lean? 
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I Like to Sell Hardware 


(Continued from page 56) 


so between us, people interested in 
fishing (and who isn’t in Southern 
California) find friendly com- 
panionship. 

One of our men is a paint spe- 
cialist, having studied this very 
thoroughly, so whether it is a 
problem of painting a kitchen 
stool or the paint to be used on a 
class A project, he knows the an- 
swers. 

A major appliance man who has 
friendly service indelibly stamped 
on him does his important part in 
making the store favorably known 
to those with whom he comes in 
contact. 

For china, glass, gifts, house- 
hold goods and appliances we have 
a woman who is a natural home 
maker and is constantly enlarging 
the store’s patrons in her depart- 
ments. 

Few retail businesses require the 
intelligent sales service that hard- 
ware retailing requires. For one, 
I believe the only salvation of the 
independent hardware man is the 
personality and individuality in- 
jected in his business. 

When he does that, he quickly 
gets the confidence of his patrons 
and ceases to be a “penny price 
juggler.” 


Always Necessary 


I like to sell hardware. It is a 
business of things necessary at all 
times. I like to sell major appli- 
ances. With the background the 
store has acquired, we can make a 
believable sales talk like the fol- 
lowing and have our trade believe 
every word uttered: “This refrig- 
erator is everything the manufac- 
turer says it is. You know us well 
enough to be assured everything 
the manufacturer and we say is 
true. We have a hardware store 
that is open every business day in 
the year, so we would be very 
short-sighted if we did not tell you 
the exact truth.” 

There is no reason why hard- 
ware men should not do a better 
job on major appliances. Take 
major appliance specialty stores 
—when their sales are completed 
their customers are out of their 
markets and minds. In the hard- 
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ware business, however, we have 
something the customer needs 
nearly every week in the year. 

This store has been established 
for 20 years. In that time we have 
come to a fairly accurate estima- 
tion of the needs of the ranchers 
(orange growers), the townsfolk’s 
household needs, plus the hobbies 
of our community. 

It is not hard to measure the re- 
quirements of the ranchers as their 
operations are well established. 
The housewares situation is about 
the same, as is the general hard- 
ware and paint departments. Per- 
sonal requirements are capable of 
great developments, as they range 
all the way from sporting goods to 
power machinery. 

Some time ago we figured that 
the one way to keep sales on the 
upgrade was to sell more goods 
per customer. This means more 
satisfied customers by an alert 
selling force. It means a greater 
number of people who have devel- 
oped confidence in the Orange 
Hardware Co. It is a much more 
satisfactory and profitable method 
of building a business than to try 
to reach out for more and more 
new customers all the time through 
special and price inducements. 

The entire business policy of 
this establishment is predicated on 
one thought—that of making more 
satisfied customers. Sometimes we 
have to bite our tongues, but 
tongue biting over a satisfied cus- 
tomer in the store is better than 
nail biting over customers who are 
not in the store. 

I like to sell hardware and am 
very glad to be in the retail hard- 
ware business. Hardware is one 
of the few businesses not to be 
seriously affected by adverse busi- 
ness conditions. Even when con- 
ditions are not up to par, the hard- 
ware business can be kept going in 
a profitable manner by those who 
do their own home paint and re- 
pair jobs, buying their supplies 
from concerns in whom they have 
confidence. 

It is doubtful if there is a retail 
trade more diversified and as in- 
teresting as hardware. That’s why 
I like it. 
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EXTRA LARGE © 
COPPER POINT A® 


SIGNALS 








TO 
SOLDERING IRON 


SALES 


Here’s a feature that gives the 
green light to soldering iron sales. 
The EXTRA LARGE COPPER 
POINT of Peerless Electric Solder- 
ing Irons is a plus value at popular 
prices that will appeal to every 
soldering iron user. It means heat 
at the point where it’s needed — 
it means speed—long lifé — 
economy —a cool handle. The 
five-color, all metal, counter dis- 
play rack enables you to show the 
whole Peerless line, from $1 to 
$3.75, (Retail). 














PEERLESS NOVELTY CO. 
GRAND HAVEN, MICHIGAN 


GO ahead and send me complete information 
on the Peerless Electric Soldering Irons with 
the Extra Large Copper Points 

NAME 

ADDRESS 









There’s Good Volume in 
Seasonal Major Appliances 
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Original 
Window Display 
IDEAS 


\ FEW cool days will 


bring the attention of home owners 
to the problem of heating plant 
condition. Some work must be 
done on the furnace, stove or 
heater in many homes before they 
can be operated safely. The mer- 
chant who is on his toes will plan 
to install a window display of this 
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Platform displays of stove and 
furnace pipe will remind custom- 
ers of fall repairs and stimulate 
sales on other related items. Sales 
should not be made from them. 
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Fall Heating Accessory Window 


Merchandise: Oil room heaters, stove pipe, furnace pipe, elbows, 
thimbles, flue stops, pipe collars, furnace cement, stove polish, stove 
enamel, coal hods, registers, electric portable room heaters, pokers, lid 
lifters, dampers, fire shovels, pipe wire, ash scrapers. 


Background: Panels of dark brown corrugated board or painted wall- 
board. Circle panel of buff or ivory with cutout letters of bright red. 


Suggested Interior Displays: For tables — electric portable room 


heaters. 


merchandise and also set up table 
and platform displays the first cool 
day. 

Follow up the displays promptly 
with advertisements featuring some 
items which the consumer uses to 
judge values at competitive prices. 
Small sizes in a line are often the 
items with the lowest selling price. 
Advertise these prominently, but 
also mention the fact that other 
sizes are carried. Dealers today 
are supplied with promotion items 
on lines by merchandising-minded 
wholesalers. These are the items 
for dealers to feature in advertise- 
ments. 

Plan every advertisement and 
design it so that it will contain 


For platforms — stove pipe and furnace pipe. 


items of such interest to customers 
that they will make a special effort 
to come in at once and buy. Hard- 
ware dealers’ advertising should be 
designed to pull traffic to the store. 
More store traffic means additional 
opportunities to make sales. Fol- 
low the advertising of competitors 
and study it. 

Thursday and Friday are the 
best days in which to advertise in 
most dealers’ communities. Plan to 
use larger advertisements preced- 
ing pay days or at times when 
farmers receive crop or milk 
checks. 

Displays of electrical fixtures 
and supplies should be rearranged 
at this time in order to be ready 
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when you sell 
Cap Screws, Bolts and Nuts 


If some of your customers say—‘All bolts and nuts look 
alike to us,” it’s likely they haven’t tested the economies 
of TRIPLEX Products. It’s worth money to any buyer— 
and profits to you—to know the relief from headaches over 
product differences and confusion in the shop, the reassur- 
ance of TRIPLEX quality maintained through controlled 
production. TRIPLEX standards call for accurate deep 
threads, clean-cut points, properly formed heads, careful 
heat-treating—qualities that meet the most exacting require- 
ments. Don’t wait until buyers ask you about TRIPLEX— 
get set to supply them—write today for samples and prices. 


The Triplex Screw Company, 5317 Grant Ave., Cleveland, Ohio 
















CAP AND SET SCREWS, BOLTS, NUTS AND RIVETS 


* Millions Sold » + + Used in Every Industry * 














Show Customers How They Roll 


Demonstrate “ACME” Ball Bearing Casters,—show 
how smoothly “ACMES” roll in any direction. Then 
let the customer try it and,—a sale is made. Dealers 
everywhere use this method to sell more “ACMES.” 


Gs Ww 
On 
ROLL ONE ON THE COUNTER 


BALL BEARING — 


AV plvEsiits 


The ball bearing feature of “ACME” Casters makes 
moving furniture a pleasure on floors, rugs and carpets. 
Heavy furniture moves with ease. Here is the modern 
caster that appeals to every housewife who takes pride 
in her home. Demonstrate “ACMES” and increase 
your caster sales. 


THe ScHatz MANUFACTURING Co. 
POUGHKEEPSIE, N. Y. 





OR ON PALM OF YOUR HAND 
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NEW SOFT FACE HAMMERS! 


No. 594. % Ib. (Not Shown) 
Regular Face, No,5942Straight 
Ha il dwood and Cross Peins. 
andle, renewa- — 
_ tips of tough No, 5943 Squer 
“Stanloid.” and Offset Pein-. 
Ideal for form- 


Other sizes: 1% > ; i 
oz.,'4,1,and2lb. ing light meta 5 
No. 5941 Ball and working on 
Peit fine surfaces. 


Pein. 
NEW SUPER BLACK HAMMER! 


No. B-11)4. Bell Face. 16 02 
Deluxe Quality. Super heat 
treated. Satin biack finish, 
polished face. “Evertite hick- 
orv handle with octagon neck. 
Others: 7, 10, 13 and 20 oz. 
These Stanley Hammers are news- 
Order from your jobber and dis- 
play them for profitable sales. 


New Britain, Conn. 











for extra promotion during the 
month of October. See that sam- 
pled fixtures operate properly and 
replace all units that have been re- 
moved from the display. 

Feature in both windows and 
store the approved lamps during 
Better Light - Better Sight Month 
and stress the importance of hav- 
ing the correct size lamp in all 
sockets. 

Excellent promotion material of 
all types is available from the Mod- 
ern Kitchen Bureau, 420 Lexington 
Ave., New York City, for the elec- 
tric range campaign during the 
fall. Dealers whe tie in with 
this national promotion, sponsored 
through this bureau and with the 
cooperation of range manufac- 
turers, will certainly receive more 





LAMP 
BULBS 
40w- 00¢ 
60 w- 0o¢ 











Arrange bulk display of popular 
selling bulbs on the ends of one 


electric supply table. Illuminated 
flashing bulbs in the display will 
stimulate atténtion. 


publicity and therefore more range 
prospects. 

Many major appliances such as 
heaters, ranges, washers and iron- 
ers must be shown in the store dur- 
ing the next few months. Some of 
the items should be displayed so 
that they can be demonstrated. 
This is particularly true in the case 
of washers and ironers. 

Sidewalk demonstrations on oil 
room heaters will attract consider- 
able attention and start people to 
thinking about new heating equip- 
ment. Operate the heater so that 
people can actually see the burner 
in operation and use a show card 
to tell about its important features. 

Major appliances of this type 








EYES ARE PRICELESS, 
Only One Pair To Last A Lifetime 


























Better Light-Better 
Sight Window 


Merchandise. Approved reading 
lamps of several. styles, lamp 
bulbs of different sizés and types 
shown in mass displays and in 
cartons. 


Background: Panel of light blue 
corrugated board or painted wall- 
board. Circle panel of white with 
dark blue cutout letters. 


can be shown on platforms along 
the sidewall or in the center of the 
floor. Sidewall displays are to be 
preferred if sufficient space is 
available. Ranges can be shown in 
groups with backs together. Wash- 
ers however, should have a low 
background between the platforms 
when shown in a group. The back- 


ROOM 
HEATERS 


$022¢ 














Electric room heaters competi- 

tively priced will draw attention 

to the table display of heating 

accessories. Show in quantity on 
the end of table. 
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ground hides the unsightly backs 
of the machines shown on the ad- 
joining platform. 

Space along the back of win- 
dows can be used to show major 
appliances in most stores. Some- 
times a background of medium 
height is necessary in order to pro- 
vide the proper setting. Wallboard 
or another display material can be 
used on wood frames for this pur- 
pose. 


Electric Range Window 


Merchandise: Electric range 
with few cooking utensils on top. 


Background: Panel of bright 
red corrugated board or painted 
wallboard. Circle panel of white 
with black and red cutout letters. 





Just Among Ourselves 


(Continued from page 28) 


meeting, unless the business is in- 
cluded in the small number which 
are exempt from government con- 
trol in the matter of hours and 
wages. The article by William 
H. Kelty in our August 22 issue 
gives a good picture of this phase 
of the problem and makes me 
wonder if laws, allegedly intended 
to help the under-privileged, etc. 
(all of which is good campaign 
ammunition), do not actually han- 
dicap the man who has a relatively 
limited formal schooling. And 
then I think about some of the 


great industrialists this country 
has produced and of their tireless 
and ceaseless urge to learn more 
in order that they might earn 
more. Outstanding among these 
men stands the late Walter 
Chrysler who, like many another 
successful American business lead- 
er, had a most humble beginning. 
I urge you to read the comments 
of Dave Boone of the New York 
Sun which are printed by special 
permission at the bottom of this 
page. And then you will wonder 
with me. 





The Late Walter Chrysler * 


CAN’T help wondering how far 

Walter Chrysler would have gone 
if he had been born 50 years later. 
He went to work at 17 for 7 cents an 
hour, worked himself up to a big 
railroad job and then became a great 
automobile magnate. But the thing 
to remember is that it couldn’t be 
done in these days without fighting 
Federal laws, rulings, agents and 
boards all the way. 


Walter kept a cot in his office 
during his early days in the motor 
industry and rarely went home. We 
wouldn’t stand for anything like that 
today. It would have stirred up a 
row in no time, and brought some 
hard orders from the NLRB. He’d 
have quit work when the whistle 
blew—or else. 
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He built up his empire, too, back 
when a businessman had some time 
to devote to such’things. Today Wal- 
ter would have been kept so busy 
at the locomotive offices filling out 
blanks and answering Federal ques- 
tionnaires that he never would have 
found any spare moments to look 
into the automobile business. 





He’d still be in the locomotive 
business filling out Forms 3,456 to 
9,876, and if by any chance he got 
curious about the motor business he 
would have been called before some 
Federal board at just about the time 
he planned inspecting some auto- 
mobile plant. Walter was just an- 
other vanishing American. 





*From the column “Dave Boone 
Says:”, in the New York Sun. Reprinted 
by special permission. 














NEW “ZIG-ZAG” RULES! 


No. 206-6’ Ex- No. 227-6’ Ex- 
tension Rule. 7” tension Rule, 7” 
slide. Large, eas- brass slide. Ex- 
ily-read figures. tra heavy sticks 
First stick extra with “Boxwood” 
heavy. 75c. finish. $1.00. 


NEW THIN BLADE CHISELS! 


No. 161 Tang No. 160 Socket 
Chisel, has thin Chisel, has thin 
blade 214” long. blade, 254” long. 
ll sizes, from 11 sizes, from 
4” to 2” wide. 4” to 2” wide. 
They are offered in sales-appealing 
Display Packages. Order from 
your jobber. Put them on your 
counter for more sales of first- 
quality, profitable tools, 


Trade Mark 


STANLEY TOOLS 


New Britain, Conn. 

















BOOST FALL SALES 
with LUX 
ALARM CLOCKS 


Every day, more and more retailers are 
finding Lux guaranteed Alarm Clocks a 
source of extra sales and profits. Lux 
Clocks are known the country over for 
their Quality. Precision and Distinctive 
Designs. In the past quarter of a century, 
the famous Lux movement has made mil- 
lions of satisfied users. 

The Lux line offers a large variety of 
up-to-the-minute styles to meet every 
pocketbook. Because of our policy of se- 
lective distribution, retail prices are main- 
tained and you make a liberal profit on 
every sale. 


WRITE TODAY FOR COMPLETE 
CATALOGUE 


qmost IM Prec, 
; get vv %/o, 


ALARM 


| rinisMen in eaxed 














YNTHETIC ENAMEL 
the minule 








THE MERCHANDISER ASSORTMENT 
QUICK SALES & BIG PROFITS 


Quality 
merchandising 
display stand acts as powerful silent sales- 


12 fast-selling clocks of Variety, 
and Smart Styles. Free 


man. A small investment with fast turn- 
over and liberal profits. 





No. 810 STRAND ALARM CLOCK 


Smart and distinctive. 
walnut plastic. Will grace any room in 
the home. Free counter display card. Re- 


tails at only $1.49. 
No. 236 VULCAN 
ALARM CLOCK 


The biggest value on 
the market in popu- 
lar price alarm 
clocks. Finished in 
baked synthetic 
enamel to guard 
against chipping or 
scratching. 
Retails at $1.25 


In mahogany and 





Prices slightly higher on West Coast 


Order from your wholesaler or 


write us 


today 





LUX CLOCK MFG. CO., Inc. Waterbury, Conn. 


SALES DIVISION 
DE LUXE CLOCK & MFG. CO., INC. 


1107 Broadway 
833 Market St. 


New York, N. Y. 
San Francisco, Cal. 




















CHARLES KENDRICK 


HE world renowned Charles 

Courtney private lock collection 
of historical locks and keys has been 
sold to Charles Kendrick, president 
of the Schlage Lock Co., San Fran- 
cisco, Cal. Part of the collection 
will be exhibited at the World’s Fair 


at San Francisco. while a permanent 


Some Gothic and Renaissance locks. 


Courtney Lock 
Will Be Housed 


museum which will be known as the 
Charles Courtney Museum of His- 
torical Locks will be built at San 
Francisco under the auspices of the 
Schlage Lock Co. This museum will 
be available for study to architects, 
engineers and to professors and stu- 
dents from the western universities. 

This collection consists of a wood- 
en tumbler locks used in Jerusalem 
2000 years ago; a Sacrariam door of 
the 12th Century; an Egyptian pin- 
tumbler lock, the only one of its 
kind in this country; an Arabian 
wooden lock; a Mesopotamian 
wooden lock; an Ethiopian wooden 
lock and a huge wooden lock used 
in the East Indies. 

There is also the complete collec- 
tion of Catherine the Great of Russia 
consisting of animal padlocks used 
in the 15th Century; locks with the 
eagle of Imperial Russia; a watch 
chain made of 88 tiny links, each a 
minute padlock and key linked to- 
gether and the personal padlock of 
Ivan the Terrible. 
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A section of the Courtney collection. 


Collection Sold 


in a Museum 


Other items include Roman keys Isabella, with engraved pictures of 
worn as a ring on the finger and old the Queen, King Ferdinand and 
Pompeian keys in use 4000 B. C.; a Christopher Columbus; also, the key 
14th Century jewel box of Queen (Continued on page 115) 





~~) 


2 
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Collection of Catherine the Great of Russia. The chain was 
made of raw platinum and consists of 88 individual locks, 
each with a key. The animal padlocks were used in India in 
the 14th Century. Superstitious people wouldn’t touch them. 
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EVERY How Se 
SHOULD BE 


CALKED 


STOPS DRAFTS AND LEAKS 
GUTS FU Gk .eitts 





Pecora Calking Compound is a 
profitable item for many hard- 
ware dealers. Profitable for your 
trade also, for where there is a 
repair job, there usually is a calk- 
ing job. Stock and sell this time 
tested material. A leader sinee 
1908. 


PECORA 
CARTRIDGE CALKING GUN 






New Streamlined Model 
At a New Low Price 
We created the cartridge type high pres- 
sure gun. In this greatly improved form, 
it has no equal for quick, clean and thor- 
ough work. Cartridges contain approxi- 
mately one quart of Pecora Calking Com- 
pound. 


With 3 Nozzles and 6 90 


4 Filled Cartridges 
Shipped Ezpress Collect for 


Terms: 2% disc. net cash with order. To approved credits 
2% 10 days, 30 days net, F.O.B. Phila., Pa. 


Other Pecora Products 
ROOFING CEMENTS 
FURNACE CEMENTS 
CASEMENT PUTTY 
METAL SASH PUTTY 

GLAZING PUTTY 
STOVE & BOILER PUTTY 
PERFECT PATCHING PLASTER 


RITE “=: 


FOR 
BOOKLETS 





Pecora Paint Company, Ine. 
Member of Producers’ Council, Inc. 
Lawrence & Venango St., Phila., Pa. 
Established 1862 by Smith Bowen 


. i 


=) Fi 
“"™ DECORA COMPOUND 
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New and Improved Merchandise—Display Helps—Sales Literature— 


Baby Bath Thermometers 


Boat-shaped, floating type. Consists of 
a wooden frame, 4 by 2 by 1 in., fin 
ished in baby blue or pink. Non-fad- 


ing, red spirit magnifying lens tube is 














angled, and countersunk below deck, 
placing bulb in wall below water level. 
Nickel-plate guard over bulb. Numerals 
and bath terms printed on deck in 
black. Average range plus 40 deg. to 
plus 115 deg. Packed in individual 
silver and white metal foil gift box; 
six to a display container. Package in 
sert in each gift box suggests other 
purchases. American Thermometer Co.., 


St. Louis, Mo. 


Price List For 
Pipe Fittings 

A new and revised 20-page ready ref- 
erence list price table covering the 
complete line of Square “Gee” pipe fit- 
tings has been issued by The Grabler 
Mig. Co., 6565 Broadway, Cleveland, 
Ohio. In addition to complete price in- 
formation and a comprehensive listing 
of sizes and types of fittings available, 
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there are five pages of data such as 
standard weights and dimensions of 
fittings and pipes in vaious types and 
metals, supplemented by illustrations. 


Extinguisher Wall Bracket 


This new wall bracket protects extin- 
guishers from swinging against or 
scratching walls and from being 
knocked off the wall with resulting 
damage to the extinguisher or discharge 
of its contents. 

This bracket, No. B9S, developed by 
the Pyrene Manufacturing Co., New- 





‘ 


ark, N. J., has a long steel band at the 
back extending the length of the ex- 
tinguisher. It provides two-point sus- 
pension. At the top it slides into the 
standard supporting loop on the extin- 
guisher. At the bottom a semi-circular 
holder fits into and around the apron 
of the extinguisher to prevent sidesway. 
The extinguisher is held in a firm posi- 
tion but may be easily and quickly re- 
moved for fire emergency by simply 
raising it 2 in. 








Flashlight Holders 


“Uppordown”—leaves both hands free 
for action while light is thrown in any 
direction and desired angle whether 
holder is placed on ground, hung on a 





support, or attached to the body or 
clothing. Holders retail for 25 cents 
each and are packed 12 to a container. 
A display card is attached to each 
holder. Packard Mfg. Co., P. O. Box 
6894, Pittsburgh, Pa. 


Scissor Assortment 


No. 3060—consists of four pairs each 
4%%-in. and 6-in. semi-sharp point; four 
pairs 5-in. sharp-pointed scissors, as il- 
lustrated. Have brightly nickel-plated 
handles and blades. The Acme Shear 
Co., Bridgeport, Conn. 


SMOOTH CUTTERS \; 
ALWAYS SHARP 
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for Retail Hardware Stores 


“No-Turn” Handle Trowel 


Handle of this plastering trowel has 
a counter sunk locking screw to hold 
the handle solidly to mounting. Handle 
is also locked tight to mounting by 








means of a patented trapezoidal-shaped 
fin. This fin and shoe is said to keep 
handle from going up, down, or turning. 
Goldblatt Tool Co., 1522 Walnut St.. 
Kansas City, Mo. 


Plastic Craft Sets 


This plastic material can be easily 
sawn, carved, drilled, sanded and _ pol- 
ished with any standard wood or metal- 
working tool. Two types of kits have 
been developed. The first, complete 
with simple tools, supplies, patterns and 
instruction, is designed for general ap- 
peal among boys and girls and men and 
women who like to make things. The 
second type is designed for the serious 
craftsman who has his own workshop 
with an assortment of hand and power 
tools. These sets contain the plastic 
materials, necessary supplies and com- 
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Window Trims—New Packages—New Colors—Catalogs 


plete working drawings. Retail prices 
of both types range from $1.00 to $5.00. 
U. S. Plastics Craft Corp., 10 E. 49th 
St., New York City. 


Period Alarm Clock 


Model “NAP” retails for $4.95. Case 
is rich brown mahogany with border 
simulating hand carving. Comes with 
dependable 30-hour movement. Lever 
at back adjusts tone to loud or soft. 
Has 2%6-in. dial in light ivory with 
black numerals, hands and alarm set 





circle. Polished brass sash. Height 
4% in.; width, 5 in., and depth, 114 in. 
Seth Thomas Clocks, Thomaston, Conn. 





Oil Heater Catalog 


The Florence Stove Co., Gardner, 
Mass., has available its 1940 Oil Heater 
Catalog and consumer heater folder. 
The catalog serves as reference for 
dealer in reordering any particular 
model and may also be used by out- 
side salesmen as a selling aid. The 
folder is furnished free in reasonable 
quantities to dealers to use in their 
own direct mail campaigns, or as a store 
handout. 


NARDWaRE 

















Car-bo-tet Fire Extinguishers 


Offered in hand gun type and auto- 
matic ‘models, contain carbon tetra- 
chloride liquid and are hermetically 
sealed to prevent deterioration, corro- 


WEXPENSIVe 
PROTECT A 


OME tate cee 5 





sion and evaporation. Hand gun type 
models, in this line, are seen on the 
left-hand side of the dealer display unit 
illustrated, the automatic type being the 
one on the right. A sharp downward 
jerk from its hanging position will open 
a vented hole at the end of the con- 
tainer and sharp blow of the pump han- 
dle pierces the top cover of the con- 
tainer. The maker states that it will 
discharge a solid stream at a fire 15 to 
20 ft. away. When emptied, the con- 
tainer is unscrewed from the pump gun 
and replaced with another hermetically 
sealed container. The automatic units, 
listing at $2.25 and $3.50, have a fusible 
link of metal that will melt at 170 deg. 
F., releasing a hammer that punctures 
the container and thus emptying it. 
Carbon tetrachloride as a liquid vapor- 
izes in contact with heat or flame, pro- 
ducing a gas which smothers the fire. 
The Fertilmist Corp., Westport, Conn., 
is the manufacturer. 
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UF KIN 


CHROME FACE 
“LEADER” STEEL TAPE 


SAGINAW, MICHIGAN 


TAPES . RULES 
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New York Crt 


PRECISION TOOLS 





“Flashout” Extinguisher 
Listing at $1.50, will be supplied in 
display cases of one dozen. Made by 
Red Comet, Inc., Red Comet Bldg., Lit- 
tleton, Colo., it is available in two sizes 








=> Zk 
<<“ 


one for automobiles, trucks, tractors, 
trailers and motor boats; the other for 
homes, offices, stores, schools, garages. 
filling stations, ete., both types being 
equipped with brackets. The maker 
states that “Red Comet” fluid is a non- 
conductor of electricity, and cannot 
harm motors, wiring or the finest up- 
holstery. Fluid is triple-sealed, with 
two lead and one cork seals. Opened 
by striking cutter bar against any hard 


Gillette Promotion 


The Gillette Safety Razor Co., Bos- 
ton, Mass., announces a combination 
offer to be featured on its exclusive 
1940 World Series broadcast; a regular 
25-cent size tube of the new Gillette 
lather or brushless shaving cream free 
with the purchase of 10 Gillette Blue 
Blades (two packages of 5’s) at the 
regular price of the blades, 49 cents. 
Blades are affixed to cream carton, and 





object at which time fluid is immedi- 
ately ready for use. Contents can be 
effectively “rained” a distance of 10 to 
14 ft., according to the manufacturer. 
Numerous other units, in a variety of 
price ranges, are offered by the com- 
pany. 


Ratchet Threader 


The Toledo Pipe Threading Machine 
Co., Toledo, Ohio, announces the new 
“Simpact” self-contained 1 in. to 2 in. 
ratchet threader. This tool is said to 
cut perfect tapered threads with less 
effort. Uses high speed steel dies. 
These are quickly changed from one 
size to another simply by pushing the 
size selector buttons and slipping the 
dies in the proper steps. The dies are 
backed by tapered steps so that always 
smooth, long tapered threads are as- 
sured. A three-jaw rear gripping de- 
vice is employed. It is equipped with 





three broad faced chuck jaws, grad- 
uated guide posts, and large winghead 
thumb screws, to assure easy, positive 
accurate centering of the tool on the 
pipe. The 24-in. tubular steel handle 
is strong and light. 


both retailer and consumer pay only 
for the blades. Packed in colorful dis- 
play carton (10 combinations) to the 
carton. Also special World Series Tech 
Razor offer; 10 per cent in free goods 
for display cooperation. This razor 
now comes in a new dress, carrying 
the official American and National 
League championship pennants and 
bearing the endorsements of top-flight 
players in both leagues. Retails at 49 
cents. Costs dealer $3.68 per carton 
of 10 sets. A postcard enclosed with 
each carton entitles dealer to one 49- 
cent Tech set free. 
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Flashlight Bulb Extension 





Made in lengths from 6 in. to 36 in., 
the extension’s plug is screwed inte any 
flashlight with the bulb in the opposite 
socket. Being bendable, the device can 
reach into intricate mechanisms, re 
cesses, among piping or wiring, etc. 
Can also be bent to go around corner 
and can be made into a hook or stand. 
Display cards contain 12-in. lengths. 
Sierra Aircraft Co., Sierra Madre, 
Calif. 


Silex Steam Iron 
And Iron Stand 


This automatic electric steam iron has 
a perfected switch for on or off steam 
control. May be used with steam at a 
wide range of temperatures or may be 
used as a dry iron with rougher mate 
rials. Has built-in safety valve. Iron 
weighs 3% lb. Suggested retail selling 


price, $14.95. The “No-Lift” roller 
bearing flat iron stand makes it possible 
to slide the iron back up the slightly. 
inclined ramp, over the easily turned 
aluminum roller bearings, and jet it 
rest on stand until ready to resume 


ironing. While iron is resting, it is 
supported at such an angle that only a 
small portion of the sole plate comes 
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in contact with three roller bearings at 
rear of stand, thus little heat is con- 
ducted from iron to stand. Made in 
two sizes to retail at 95 cents. The 
Silex Co., Hartford, Conn. 


Sleds and Skis 


S. L. Allen & Co., Inc., Philadelphia. 
Pa., has available folders describing 
“Flexible Flyer” sleds and skis and 
“Flexible Flyer Splitkein” skis. 


Round “Pro-Tex” Pad 


Seven inches in diameter, this round 
design supplements the regular line 
ranging in size from 18 by 20 in. to 7 
by 7 in. Available in same decorative 
patterns, and plain pattern, and in the 
same range of colors. Dutch tulip pat- 
tern is illustrated. Round pad has ex- 
tra uses, and because of flange or lip 





around the edge, it may be used as a 
coaster for hot or cold beverages. Bal- 
lonoff Metal Products Co., 5800 Kins- 
man Rd., Cleveland, Ohio. 


“Shur-Spray” Extinguisher 
Designed to release a quantity of ex 
tinguishing chemical from overhead 
automatically, in the form of a spray 
this unit is for such hazards as rooms 





containing grease, oil, paint, etc. The 
lower end of the cylindrical glass con- 
tainer is fitted with metal spray head 
having cap held in place by a fusible 
link. The link melts at about 160 deg. 
F., releasing two arms which throw off 
the cap and discharge the chemical in 
a spray. Contains one gallon of chemi 
cal. Installed by hanging on a hook 
placed overhead. Hung at a height of 
10 ft., the spray covers a floor area of 
approximately 71 sq. ft. Extinguishing 
chemical is hermetically sealed in glass. 
This unit can be operated manually or 
automatically. International Fire Equip- 
ment Corp., W. New Brighton, N. Y. 





DON’T BE AN OSTRICH 


about screw plates 


There is one outstanding brand of screw plates wher- 
ever you go in the whole United States—“Little 


Giant.” 


Every dealer knows it. 


“Little Giants” get the call because they are accu- 
rate, reliable, rugged and in every way the best buy 
the consumer can get for his money. 


GREENFIELD TAP & DIE CORPORATION @ Greenfield, Massachusetts 
Detroit Plant: 2102 West Fort St. 
Warehouses in New York, Chicago, Los Angeles and San Francisco 
In Canada: Greenfield Tap & Die Corp. of Canada, Ltd., Galt, Ont 





TAPS - DIES - GAGES 


A. GREENFIELD 


TWIST DRILLS - REAMERS - SCREW PLATES - PIPE TOOLS 
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THIS VLCHEK 
WRENCH SET HAS 


Unusual SAaces APPEAL 


*% A handy wrench set that 
meets the needs of various 
mechanical jobs. 


Contains six wrenches with 12 
openings ranging from %” to 
15/16". Sizes marked on each 
wrench. Wrenches are of drop 
forged, tempered carbon steel 
with panel bars and parabolic 
heads. 


The hinged container is attrac- 
tively enameled in red for good 
display. 


A profitable item to feature. 


THE VLCHEK TOOL CO. 
3001 E. 87th St. Cleveland, Ohio 


QUICKER SALES 
FASTER TURNOVER 
MORE VOLUME 
BETTER PROFITS 


VLCHEK 
TOOLS 
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Buffalo Fire Extinguishers 


In one and two-gallon sizes are par- 
ticularly suggested by the manufac- 
turer, Buffalo Fire Appliance Corp., 44 
Central Ave., Buffalo, N. Y., for protect- 





ing fire hazards found around paint 
spray booths, gasoline service stations, 
large electric motors, power sub-sta- 
tions and on large trucks and auto 
transports. These carbon tetrachloride 
vaporizing liquid type units have extra 
heavy drawn brass seamless shell, with 
top and bottom sections of red brass 
castings. Pump is double acting and 
throws continuous stream from 25 to 30 
ft. into the base of the blaze. There are 
no outside valves to shut off, and the 
stream stops when the pumping is 
stopped. Both units have Underwriters 
Laboratories approval. The company 
has recently issued a circular, entitled 
“First Aid Fire Protection Guide,” 
which gives data on various fire haz- 
ards to enable people to easily deter- 
mine the type of extinguisher needed 
for each hazard. The booklet also illus 
trates Buffalo fire extinguishers of vari- 
ous types. 


New Fencing 
The H. L. Brown Fence & Mfg. Co.., 


Cincinnati, Ohio, is marketing a new, 
modern fencing which does not require 
a top or bottom rail fo hold it up as it 
has a woven-in top and bottom wire to 
hold the fencing right. This is sup- 
ported by tire wire along the post. 
Posts are one-piece with forged tops. 


Zine Corner Strips 
Maker states for better asbestos sid- 


inging jobs, “Kokomo Korners,” the 
individual zine corner strips, are a 


great aid. Made of oxidized zinc, these 
clips are said to last the life of the 
siding and wil! not stain the siding ma- 
terial. 


Time required for proper fitting 











of siding at corners and around door 
and window frames is said to be largely 
eliminated by “Kokomo Korners.” Clips 
are inconspicuous. Made in lengths 
suitable to any width asbestos siding 
shingle. Double Grip Brass Clip Co., 
Kokomo, Ind. 





Special On Utensils 


The Carrollton Metal Products Co., 
Carrollton, Ohio, manufacturer of “‘Carl- 
ton Ware,” announces a combinatien of 
fall specials during the month of Octo- 
ber, as follows: Six-quart sauce pot, 
$5.25, special at $4.19;  two-quart 
double boiler, $5.35, special at $4.19; 
two-quart sauce pan, $2.10, special at 
$1.39; 9%4-in. frying pan, $3.00, special 
at $2.49. Promotion material, such as 
window streamer, mat of newspaper cut, 
etc., available from company or whole- 
salers. 





Register Shields With Filters 





These register shields with filters are 
a shield in combination with a screen 
to protect walls, curtains, ceilings, etc., 
from dirt, dust, and soot, escaping from 
registers. Shields are finished in black 


enamel or hand-grained walnut. A se- 
lection of screens may be had in either 
cloth or copper wire mesh. Screens are 
fastened to the shields with a sheet 
metal screw and may be washed over 
an ordinary faucet without removing 
whole shield from wall or floor. Handle 
attaches to register knob for regulating 
heat. The Marshallan Mfg Co., 5716 
Euclid Ave., Cleveland, Ohio. 





Plastic Diffuser For 
Fluorescent Lamps 


A new plastic device which snaps 
onto the fluorescent lamp to reduce 
glare from bare lamps and to provide 
better quality illumination. Called 
“P-F-C” (Plastic Fluorescent Channel) 
and is applicable for both 1l-in. and 
1%-in. lamps. Richly grained, “P-F-C’s” 
are available in five colors. They are 
said to be shatter-proof and therefore 
present no hazard. Maintenance costs 
are at a minimum as there are no pan- 
els to take down. Edwin F. Guth Co., 
2615 Washington Blvd., St. Louis, Mo. 
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HOPPE’S PRODUCTS 
FOR GUN CLEANING 
AND PROTECTION 


FRANK A. HOPPE, Inc. 
7314A North’8th St., Philadelphia, Pa. 


WHEREVE 


Handle “HOPPE’S” 
and GET the Sales 


If you deal with shooters you won’t have to talk 
to sell Hoppe’s No. 9 solvent, for it’s more than 
likely your customer will ask you for it. Thirty- 
five years of continued advertising and consistent 
satisfaction have put 


in a position to put money into the pocket of any 
wide awake dealer that handles and remembers 
to display;the H 
write. 


oppe Line. Full details if you'll 


KNOWN, USED 
AND RESPECTED 


GUNS ARE USED 























THE MANY USES MY CUSTOMERS FIND 


for R-V-LIT€ VITAPANE! 


MAKE MANY EXTRA SALES FOR ME! 


“Champion of 
Transparent 

Glass Substitutes’’ 
CAN BE USED WHEREVER GLASS !S USED 


PROFITABLE seg se Amazing new glassy material that’s fast becom 
NEW SALES i. ee reodin ae with R-V-LITE 
customers find so many 
more uses for it. 


EASY TO INSTALL 
No Glass Cutting—No Put- 
ty.R-V-LITE (VITAPANE) 





Daylight Clear =. ¥- LITE (VITAPANE) 
Transparency comes in 36 in. rolls, 50 ft. 
and 50 yds. long. Your cus- 
tomers are Guaranteed 


JOBBERS! Satisfaction! Be Sure = 


Some Excellent Terri- | LITE (VITAPANE). Costs 
tory Open !, Write To, 1 Much Less Than Glass, 
Facts cs jail. 








Storm Doors Sun Porches 








WRITE FOR MONEY-MAKING DEALER PROPOSITION ond FREE SAMPLE 


a oe ae ek a eek o Baked, | 











Exclusive Mansufactu rei of R-V-LITE 
3470 NORTH KIMBALL AVENUE ‘ CHICAGO, ILLINOIS 
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THE NEW PATENT STRING DEVICE 


A. 
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“Youre right Boss-this 
MERCHANDISER explains 
the big increase in our 
wick sales.” 






Pat. Off. 


wie, them tie niet «= ASBESTOS WICK 


When you give your Reg. U. 8. 


grade ‘“‘rock weave’ ob 
ee — Pa HIS new and better way of merchan- 
weave which permits free ? Y ° TOT “we 
flew of olf te flame edge dising wick will boost YOUR wick 
and prevents excessive car- sales to top figures—just as it has done 
bon. for thousands of other dealers. 
The reason is clear — Flamemaster 
oo Merchandiser puts your wick stock in 
the spotlight. Drags it out of the dark 
SPECIAL DEALS corners and displays it on your counter, 
DEAL No. I—400 ft. where prospective wick customers can 
Flamemaster branded it! 
Wick in 4 rolls of 100 ft. See It? 
each. Widths %”, 1”, Stove Guide on front enables you to 
ro ° pe a sang |= Sve your customers with speed and ac- 
eorchandiser tana z oui , 
(original cale only), F.0.b. curacy. No chance for mistakes very 
Jobber’s warehouse. eg 75 foot marked for size. All-metal — 
Dealer’s net ..... . durable. Attractively lithographed in 3 
DEAL No. 2—Same as colors. Keeps your stock in minimum 
No. { but contains 2 


100-ft. %” rolls and 2 space—and keeps it clean. 

100-ft. 1%” rolls. Flamemaster is also furnished in car- 

Valuable Free Dealer Aids tons, in cut-to-fit sets, for all burners. 

Included in Both Deals Write us if your jobber can’t supply you 
TRIPLEWEAR, PATERSON, N. J. 

All Triplewear Products Sold Exclusively Through Hardware Jobbers. 
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SELL 


SHERMAN 
BARREL FAUCETS 
a 





OUTSTANDING ADVANTAGES 
AND NO HIGHER IN PRICE... 


@ long wear construction 
@ theftproof 
@ leakproof 
@ low cost 


Sherman Barrel Faucets are correctly designed 
to deliver without waste, a full, smooth 
stream. They are positive in action, provide 
an absolutely tight shut-off, end leakage, and 
minimize dripping. Suitable for fuel oils, al- 
cohol, kerosene, machine oils, turpentine, 
gasoline, water, thinner, etc. Sherman qual- 
ity construction assures years of dependable 
service for your customers. Here is your op- 
portunity for good profit margin and quick 
service on requirements. Send for bulletins 
and prices. 


H. B. SHERMAN MFG. CO. 
BATTLE CREEK, MICH. 








“Eye-Appeal” Steps Up 
Glue Sales, Too 

















BOUGHT BY MILLIONS every year in 
the big 10c bottle, Iron Glue now comes 
in new, brilliant red, yellow and black cans 
that have what it takes to get attention 
and build sales. These new “‘elephant”’ cans 
are advertised regularly to your customers 
in Life, Saturday Evening Post and other 
national magazines. Sizes from %-pint to 
1-gallon, priced right. Ask your jobber, or 
write giving jobber’s name, for full details. 
THE McCORMICK SALES CO. 

420 Light St., Baltimore, Md. 

In Canada address: 


McCormick & Co. (Canada) Ltd. 
Toronto, Ontario 







7 . A 
AN EVEPHANT FOR STRENGTH 
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“Luxuray” Bed Lamp 


Outstanding feature of this new bed 
lamp is that its light source, according 
to the manufacturer, is properly 
shielded, diffused and directed, thereby 





making available conditioned light for 
reading in bed. It is designed and 
engineered to give “better light for bet- 
ter sight.” Its smooth curved shell is 
constructed of plastic while its diffusing 
window is of du Pont “Plastacele.” 
Suggested retail selling price, $1.95. 
Mitchell Mfg. Co., 1550 N. Dayton Ave., 
Chicago, Ill. 





“King Special” Extinguisher 

Suitable for cars, boats, trucks, trail- 
ers, shops, cabins, homes, etc., is said 
to be leakproof and corrosion-resistant 
and to be safe for gasoline, oil and 





electric fires. May be used by pumping 
fluid or pump may be removed so the 
fluid can be sprinkled. This unit has a 
capacity of one quart. Its stream may 
























be directed in any direction. The maker 
states it will not spot or strain, is harm- 
less to fabrics and will not freeze. Re- 
load fluid cartridge can be quickly re- 
placed. James King & Co., 523 S. W. 
Pine St., Portland, Ore. 


“Top-O-Car” Carrier 


Utilizes four 3-in. live rubber vacuum 
cups attached in pairs to springsteel 
forks. Each fork reinforced by a steel 
clip to provide a solid base and to 
keep carrier sides from speading. An 








18-in. length of welded chain is fas- 
tened to each fork. Packed one pair in 
self-display carton. Peerless Chain Co., 
Winona, Minn. 





New Daisy Items 


The Daisy Mfg. Co., Plymouth, Mich., 
is introducing a new lire of safe, fun 
gun toys featuring the “Superman 
Krypto-Raygun.” This electric projec- 
tor has real lenses, lamp and battery 
that flashes a picture on the wall each 
time the trigger is pulled. ‘Superman 
Krypto-Raygun” Outfit No. 94 is packed 
in a super-package to retail at $1.00 
with seven official “Superman” adven- 
ture story-films in it, totaling 196 pic- 
tures. No. 95 retailing at 50 cents is in 
a color carton and includes one 28- 
frame film story. No. 96, retailing at 25 
cents, is a “Peep-Sho” pistol. Assorted 
films, of comic, educational western and 
“Superman” subjects are packed three 
to a box, retailing at 25 cents per box 
and fit all Daisy projector pistols as 
well as the “Superman Krypto-Raygun.” 


The “Red Ryder” Carbine, No. 111, has 
new features such as golden bands on 
muzzle and forepiece; 16 in. leather 
saddle thong attached to genuine west- 
ern carbine ring anchored in receiver 
jacket; golden front sight; adjustable 
double-notch rear sight; carbine-style 
hand-hold; 1000-shot magazine; light- 
ning loader invention, and Red Ryder’s 
picture, horse and signature branded 
on the pistol-grip stock. This model re- 
tails for $2.95. 
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Sweep Second Pocket Watch 


Maker states this watch is not only a 
dependable timepiece with a tempera- 
ture-compensated movement, but it is 
also a valuable instrument for timing 





photographic exposures, sports, etc. Has 
chrome-plated, dustproof case, white 
metal dial, black hour hands, red sweep 
second hand and black-and-gold color 
numerals, all protected by unbreakable 
crystal. Retails for $1.95. New Haven 
Clock Co., New Haven, Conn. 





Fluorescent Lighting 

The Modern Light and Equipment 
Co., 1122 S. Michigan Ave., Chicago, 
Ill., has issued a 16-page catalog on its 
fluorescent lighting units. 





“Hard-Wear” Blade 


This new “Hard-Wear” blade made 
by the Atlantic Blade Corp., Brooklyn, 
N. Y., is made for, named for and sold 
only to the hardware trade, in order to 
eliminate competition with other types 
of outlets. It will be marketed through 
wholesalers, and the company states, the 
hardware dealer will make his full, reg- 
ular mark-up. This blade retails for 
10 cents for a package of five single 
edge blades. It fits “Gem,” “Star,” 
“Treet,” “Ever-Ready” and other sin- 
gle edge razors of that type. The blade 
is displayed in a vending card of 20 
packages, designed in red and black. 


HARD- “WEAR 
eu FS 
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MILLERS FALLS 


AUGER BITS 
SLFORGED FROM FINE CHROME ALLOY STECL | 


b 
¥ 


SHARP SPURS - SHARP SCREWS 
PLATED - COPPER FLASHED 





Strong Chrome Alloy Steel 


GLORIFIED WITH SHINING COPPER 


Your Millers Falls jobber will soon be toting a sample of 
a tool that will knock your eyes out. It’s an auger bit . . . 
and man, you’ve never seen anything like it! Down deep 
it’s forged chrome alloy steel, quality in the best Millers 
Falls tradition. That makes it strong, able to take that 
keen edge and hold it. Then it’s nickel plated for wear 
resistance. Finally, it’s copper-coated and polished to a 
fare-ye-well .. . for sales appeal and to keep the fat chips 
flowing smoothly out of the toughest wood. 

Thirteen lucky sizes of this new item are displayed in 
the counter merchandising unit that’s free on a deal your 
jobber will tell you about. This compact display piece, 
loaded with dazzling new Millers Falls auger bits (avail- 
able in full range of sizes from 3 to 24), will catch the 
eye of 4 out of 5 of your shoppers . . . attract their touch 

. set them up for a sale. 

Ask your jobber when next he calls. Or write for de- 
tails. There’s profit in it for you. 


MILLERS FALLS COMPANY 
GREENFIELD, MASSACHUSETTS 
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Sell Double Security with 
CHICAGO PADLOCKS 


and you'll sell more padlocks 





Better Built 


—inside and out! 


Chicago Padlocks — with 
their exclusive, -patented 
Double Locking, Criss- 
Cross Tumbler mecha- 
nism — have set a new 
high standard in lock con- 
struction and security. 












3 Popular Price Leaders 


25c—50c—75c 


Others Up to $5.00 











Meet—BEAT — price 
competition on a 2 Milled 
Quality Basis with 
this popularly priced, Keys with 
* Quality Line. Ask ALL 
a Cut Open View ~ your jobber about c 
\ “Model No. 741 © the fast selling Chi- hieage 
Actual Size cago Line—or write Padlocks 

us. 





CHICAGO LOCK CO. 


2024 N. Racine Ave., Dept. 19, Chicago, Ill. 
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“Red Hot" IRON 
ALUMINUM 
PAINT a ENAMEL 

AN be lied t UST and heat 
C red fy * Super Ready Mixed R resisting. High 
—stands 1200 de- 1 
= of —_ Bnd A L U M I N U na GLOSS BLACK. 
vollers, stoves, stove 

ipes, | steam ' pipes, CHROMIUM F plea 
wees, ete peer, PAINT “rinisx hei Bos 


silver bright finish, and all iron work. 


smooth as silver leaf. 
Long lasting lustre. 
In %, %, & % pt. 


cans, 


A SATIN smooth finish that 

can be sprayed, dipped or 
brushed. For interior or ex- 
terior use on wood, metal or 
brick Will not lose its bril- 
liancy regardless of how long it may stand on the shelf. 
America for such quality. % pt. to 5 gal. cans. 
SHEFFIELD also manufactures these other types of Aluminum Paint: SHEFFIELD 
Asphalt Aluminum Paint - SHEFFIELD Government Specification Aluminum 
Paint @ SHEFFIELD Aluminum Screen Enamel @ Complete Printing Depart- 
ment at your disposal for special label 


ORDER FROM YOUR JOBBER. JOBBERS—WRITE FOR DETAILS. 


SHEFFIELD BRONZE POWDER & STENCIL CO. 


CRORE KT 
CCE SS 


Extra quality—at 
a price. 


Lowest price in 
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NOW 
More Sales 


with the new 


Non-Slip Finish 





Neoprene Household Gloves 


IONEER has perfected a really non-slip fin- 
ish for Ebonettes (the amazing gloves of 
DuPont neoprene, not rubber). Different from 
ordinary rough finishes, this one grips wet soapy 
dishes as firmly as bare fingers... .. Add that 
feature to Ebonettes’ 6-months-guaranteed resis- 
tance to oils, polishes, dry cleaners, paints and 
other liquids that damage natural rubber and you 
So why the booming sales of these popular na- 
, ally advertised gloves. Ebonettes have also 
‘found to prevent dermatitis of the hands 
d by rubber. 
‘ ked in attractive new 1-dozen displays, only 
644""x 84%” on your counter, they sell on sight 
in thousands of stores. Ask your Wholesaler— 
or write us for the profit facts. 


The Pioneer Rubber Co., Willard, Ohio 


be 
‘ca 


e000 wind ” 





HARDWARE CLOTH 


) as oe oe Boe mo Ome 


thousand uses. 
WRIGHT 
eb tepoMmegetoab tary 
costs you 


no more 


STEEL & 


GE WRIGHT wie co 


WORCESTER: MASS. 
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Tetco Fire Extinguishers 





JUNIOR 
SIZE 

Made by Tetco Co., 2316 S. Flower 
St., Los Angeles, Calif., in two sizes, 
these units are of all-steel construction. 
They are hermetically sealed and con- 
tain 75 per cent carbon tetrachloride, 
combined with which are three other 
ingredients and two gases. The Junior 
model of 26-gage steel, weighs 1 lb. 2 
0z., without bracket; the larger unit 
weighing 2 lb., without bracket. The 
Junior unit carries approximately 100- 
lb. pressure and will spray approxi- 
mately 17 ft. 


Auger Bit Catalog 
Screw Driver Catalog 


The Irwin Auger Bit Co., Wilming- 
ton, Ohio, has issued two new catalogs: 
Auger Bit Catalog No. 41 and Screw 
Driver Catalog No. SD40. The auger 
bit catalog is a special edition, made 
up specially for hardware dealers. Al- 
though it does not include the com- 
pany’s full line of bits, it contains those 





Packaging For Paine Line 


The Paine Co., 2955 Carroll Ave., 
Chicago, Ill., has adapted its 25th an- 
niversary packaging to meet normal 
requirements. The color combination 
of silver and black has been changed 


items that are most profitable and sell 
best in hardware stores. This catalog 
is of 20 pages and profusely and hand- 
somely illustrated. An added feature 
is the reproduction of the company’s 
packages, labels and dealer helps in 
their natural colors. 

The screw driver catalog contains 
Irwin’s entire line of drivers from the 
9-cent retailer to the highest quality 
driver. All types, styles and prices are 
shown, including Irwin’s individual 
screw driver packaging. 





$5.00 Electric Shaver 


AC Model “Speedster”—said to have 
same cutting head, same natural angle 
and same exclusive features contained 
in the de luxe and standard Knapp 
shavers. Motor gives 7200 cutting ac- 
tions a minute. Two-in-one shearing 


head provides two sizes of slots for 
coarse or fine beards. Shearing head 
is self-honing. Shaver is packed in an 
attractive limp leather case. Knapp- 
Monarch Co., St. Louis, Mo. 


to a reddish brown on yellow back- 
ground. To facilitate label identifica- 


tion, new gloss inks were used. When 
first restyled, the packages were re- 
duced from some 20-odd to seven, and 
an eighth has been added for the “Sud- 
den Depth” drill. 





SEPTEMBER 192, 1940 









































| Write for catalog No. 126 
| and order popular numbers 


from your jobber along 


with BASSICK CASTERS 





COMPANY 


Connecticut 


THE BASSICK 
Bridgeport 
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CHICAGO 


=TATE— 


Business Builders 


Here are two fine displays for Hardware Open 
House. The finest products at a salable price. 
Made by a house established in 1872. They give 
you a good profit in money and attract trade. The 
stands are colorful and attractive and well built. 
Send for Circulars showing the TATE line of Pic- 
ture Hangers, Coil Wire, Cup Hooks, Master Keys, 
Drapery Hooks. Mirror Clips, Picture Wire and all 
sizes and prices of Mop Heads. 


E. H. TATE CO., Boston, Mass., U. S. A. 
Sales Offices also in: 
NEW YORK 





LOS ANGELES 











BERNARD 
DIAGONAL CUTTING 


NIPPERS 
No. 177—51/2” 











Drop forged, nickel 
chrome steel jaws, plus 
compound leverage, make 
these Bernard Nippers the out- 
standing nippers on the ma-ket 
for light work. List price, $2.00 


“~) a each. 


isk your jobber 


THE WM. SCHOLLHORN CO. 


414 Chapel St. New Haven, Conn. 









VAUGHAN 


SUB-ZERO 
AXES 


Designed 
FOR CHOPPING AT 
TEMPERATURES TO 


50° ‘se 


NO BETTER AXE AT ANY PRICE 


Step up your axe sales—with this remarkable Vaughan Sub-Zero 
Axe! It virtually sells itself to farmers and woodsmen because 
of its ability to “take it” under severest conditions. It has a 
tougher yet thinner all-tool steel blade that stays sharper. 


ELECTRICALLY FUSED 


by Vaughan’s patented process to a tough steel head—double 
heat treated—distinctive blue and silver striped finish—high 
grade white hickory handle—all at no additional cost. 


BIG 3-COLOR DISPLAY FREE 


for a limited time only with any axe order, single or 
double bit. A tested sales producer. Ask your job- 
ber or write today for details. 


VAUGHAN & BUSHNELL MFC. CO. 
2114 CARROLL AVENUE, CHICAGO, ILL. 
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display stand 


FREE 


gust buy 8 dozen 
Velb. CROSS TACKS 
from your yobber 


CROSS 


EAST JAFFREY,N.H. 
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REAL sales representa- 
tives advertise in the 
"Sales Accounts Wanted" 
columns of the classi- 
fied advertising section 
of HARDWARE AGE. 
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Kelton Watches 


Ingersoll Waterbury Co., 9 Rockefel- 
ler Plaza, New York City, announces 
two new “Kelton,” 7-jewel wrist watches 
for men in “pink gold” effect, the latest 





gold color for watches. Drake pink gold 
will sell to the public at $9.95; Douglas, 
the “shock proof” wrist watch, at $7.95. 
These new numbers will sell at fair 
trade prices to the consumer in all 
states having fair trade laws. 





W. D. Allen Catalog 


Entitled “Allen on Interior Fire Pro- 
tection,” issued by W. D. Allen Mfg. 
Co., 566-570 W. Lake St., Chicago, IIl., 
illustrates and describes hose racks, fire 
extinguisher cabinets, hose valves, hy- 
drant gates, fire department control 
units, standpipes, extinguishers, fire 
hose, etc., made by the company. List 
prices are included on various types of 
equipment in a variety of finishes. Con- 
struction details are shown in cutaway 
photos and diagrams. 


Electric Heater 


“Everhot” electric “Ray-Vector” 
heater, Model 815, is readily converted 
from a radiant to a circulating air 
heater by a foot pedal damper-deflector 
which diffuses or concentrates the heat 
rays as desired. Chrome-crescent re- 
flector provides 40 reflecting surfaces. 
Has on-and-off switch and automatic 
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safety switch which immediately turns Dexter “Bit Guide” 
current off if heater is accidentally Silies tin i lati £ Dext 
tipped over. Heater is portable. List ee ae Shee ae ee 
‘ 4% ‘ Tubular locks. It is used like a tool, 
price, $7.95. The Swartzbaugh Mfg. Co., ; Ree 
Toledo, Ohio clamped onto the door in position where 
‘ : lock is wanted. No measuring or squar- 


“Sparklet” Bottles 


The new line includes two which are 
syphons for making charged water at 
home with the aid of Red-Band “Spark- 
let” bulbs. The standard model, in 
polished chrome, lists at $5.00; the de 
luxe, in stainless steel, lists at $5.95. 
The third, the “Sparklet Aerator,” is de- 
signed either for use with Blue-Band 
“Spark-Whip” bulbs to whip cream, etc. 
These models have wider mouths. They 
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ing is necessary. It self-centers and ad- 
justs to the thickness of any door and 
accurately guides the bit in boring, 
thus eliminating the possibility of bor- 
ing at an angle or cutting into face of 
the floor, while assuring speed and 
accuracy. Maker suggests that dealers 


are charged from the bottom instead loan the “Bit Guide” to their customers 
of the head to insure thorough carbona- and use it as an extra feature in selling. 
tion. Sparklet Devices, Inc., Division National Brass Co., Grand Rapids, 
Knapp-Monarch Co., St. Louis, Mo. Mich. 











PROFIT 


WITH &dwards Leader Chimes..... 




















and up 75 

retail $ ip ge 
and up 

for enclosed retail 





bar chimes for full length 


tubular chimes 


Backed by Extensive National Advertising 
Get Complete Details, Mat Service, Displays 


C a | M rE S by EDWARDS°x4 COMPANY 
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GENUINE EXTRA-HEAVY 


FLEX-O-GLASS 


IS THE FASTEST SELLING GLASS SUBSTITUTE 


Because It— 


Lets through more Ultra-Violet Rays than other Materials, 
as Proven by Govt. Station Tests. 

Is Guaranteed 2 Years by the Manufacturer. 

ls Waterproof, Unbreakable, easily put on. 

Most Widely Advertised. 

Gives More Lasting Satisfaction. 

Retails for Low Price of Only 25¢ a sq. yd. 


his Handy Dispenser FREF 


and Display 
With Each Roll 





—qeeeee @ 
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Your Cost of 100 Yds. Genuine 


FLEX-O-GLASS is $16.90 YOUR 
it sells for 25¢ sq. yd. 


(50 yds., 36°" wide cost you $8.45) PROFIT > *g10 
Order a 50 or 100 Roll from your Jobber today and get the 


FREE Dispenser right with it to tie you in with our Big Radio 
and Farm Paper Advertising. 


FLEX-O-GLASS MFG. C 


PROFIT MARGIN 


CHICAGO, ILL. 





1104-6-8 No. Cicero Ave. 
7 











YOUNGSTOWN PRESSED STEEL KITCHENS 


Open up a NEW market for YOU 


We offer you a 
Proven Sales Plan to 
5 reach an Unsaturated 


= Market. 


LOW COST... 
EXCELLENT PRO- 
FIT. Send in Coupon 





YOUNCSTOWN PRESSED STEEL DIVISION 
Mullins Manufacturing Corporation, Warren, Ohio 


PLEASE SEND ME COMPLETE INFORMATION ON THE “(Youngstonn’ 
DEALER FRANCHISE FOR mY TERRITORY 








. State 
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~ CHEE - 
SPRING HINGES 
New “Sagless” Spring Pivot-Hinge 





Type 4007 


Exterior Tension Adjustment 


Type 4007 “Sagless” gate spring pivot hinges may be 
quickly adjusted to different sizes and weights of gates. 
The exterior tension adjustment is conveniently located 
and easily accessible after the gate has been hung. 
Hardware dealers will find this improved ‘Sagless” gate 
hinge a profitable addition to their stock. 


Chicago Spring Hinge Company, 
CHICAGO NEW YORK 
U. S. A. 


























Stop, Look ana Listen— 


It is said: “Opportunity 
knocks but once!” That 
depends upon the “door”. 
Opportunity is constantly 


knocking at the door labeled 


CLASSIFIED 


OPPORTUNITIES DEPARTMENT 


in every issue of Hardware Age. 
| ments under Positions Wanted, Help Wanted, Accourits 
Wanted, Sales Representatives 
Opportunities are proving real opportunities for hardwaie 
men who are looking for help as well as those who are 
seeking positions. 


Here the advertise- 


Wanted and Business 


| Send your copy with remittance to— 


HARDWARE AGE 


Classified Opportunities Dept. 
100 East 42nd St. + New York, N. Y. 
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Courtney Lock Collection Sold 


(Continued from page 101) 





to the Schoenbrum Palace in Vienna; 
keys from the Bastille Prison and 
the David Belasco collection of the 
keys; the key used by Charles V 
with his initials thereon which he 
used as his seal; an iron key used in 
400 B. C.; a key used by General 
Jackson; keys used by great Ameri- 
cans and a gold key given to Mr. 
Courtney by the late Charles 
Schwab. 

There is a complete collection of 
100 Gothic and Renaissance locks 
from the 14th to late 17th Century 
made by the great masters of all 
Europe; locks used by Aaron Burr; 
French locks used in this country by 
General Lafayette; early American 
bank locks; one of the first lock 
patents given by Victoria the First; 
a royal iron chest of the 16th Cen- 
tury; a pirate chest found buried 
in this country, and several hundred 
keys from cathedrals, castles and 
palaces from all over Europe, as well 
as other locks and keys too numer- 
ous to mention. 


From top to bottom: An Arabic 
lock; a Mesopotamian lock; an 
Ethiopian lock; key of Charles 
V which he used for a seal. 


Gillette Building Has Largest Clock Sign 
in New England 


MBLAZONING the sky atop the 
factory of the Gillette Safety 
Razor Company in Boston, Mass., are 
three new Zeon signs, recently com- 
pleted by C. I. Brink Inc., whose 
plant is located within the shadow 
of the famous razor company’s 
buildings. 

Three signs comprise the group; 
the main one, 60 ft. by 51 ft., facing 
west, is the largest illuminated clock 
sign in New England. The side ones, 
each 41 ft., 6 in. by 27 ft., 6 in., face 
north and south. This represents an 
area of 5,340 sq. ft., probably the 
largest space devoted to one product 
in any one location in the east. 

The clocks, especially designed by 
the Warren Telechron Clock Com- 
pany, are among the largest ever 
made in the United States—that on 
the large display being 24 ft. in di- 
ameter and each of the others 17 ft., 
6 in. 


The largest in New England 
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Read Devil | 
GLASS CUTTERS | 


New standard handles 








on all models. Heavily 
plated and polished. 


Perfect finger rest. 


Long-life, machine 
made uniform alloy 


RED DEvit 


steel wheels. 


Oversize hard bronze 
axle, smooth opera- 
tion. Pregreased. 
Rustproof. 


LANDON P. SMITH, INC. 
IRVINGTON, N. J. 








@ Up, up, up in sales goes the 

new smaller size Air Pilot. It’s as 

fast selling as its big brother, the 

No. 2 Air Pilot, and is that moving! 
Now in 2 Sizes 

No. 2 Air Pilot © No. 1 Little Air Pilot 








Embury Mfg. Co.,Warsaw, N.Y. 
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ADVANCES 


One line fuse plugs. Certain mail boxes. 


Competitively priced baseballs. 


Some fishing items. 


Lamp chimneys. Lantern globes. 
Copper plated, galv. steel sash chain. 


Carriage bolts, nuts, etc. 


Some stove bolts. 


Packaged machine screws, nuts, wood screws. 
Some makes hardened sheet metal screws. 


Copper products. 


Flexible armored cable. 





Fuse plugs —One manufac- 
turer of fuse plugs, which recently 
made a temporary reduction on its 
line, has advanced prices to their 


previous level. 
* * _ 


Mail boxes—On Aug. 16 the 
temporary “30 day promotion spe- 
cial” at 5 per cent on No. 1 and No. 
2 government approved rural mail 
boxes was withdrawn by Milcor 
Steel Co., Milwaukee, Wis., advan- 
cing the prices to the earlier level. 

* * _ 

Roofings and Felts—Roofing 
manufacturers and distributors rather 
generally report an early and very 
large fall demand, with some deliv- 
eries slow. Price schedules have 
not changed for several months, 
though some costs, especially on 
rags for roofing felts, are rising. 
One company recently modified its 
allowance to jobbing distributors to 
a percentage discount, with little 
change in the net results. 

_ * * 

Sponges and Chamois — Ad- 
vance notice has been sent to the 
trade by Schroeder & Tremayne, 
Inc., St. Louis, Mo., of reduced 
prices to be in effect Oct. 1 on Du- 
Pont cellulose rectangular sponges. 
The list, or retail, changes will be: 
Size New list 20 cents (formerly 25 cents) 
Size New list 40 cents (formerly 45 cents) 


4 
6- 
Size &—New list 70 cents (formerly 75 cents) 
Size 10-—New list £1.00 (formerly $1.10) 
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These reductions are made possible 
by increased sales and larger pro- 
duction, permitting greater economy 
in manufacture. An accompanying 
bulletin advises the trade that Rock 
Island wool sponges are high and 
scarce, but that Cuban wool and 
Mediterranean Sea sponges are still 
available in good supply. 





DECLINES 


Some sizes cellulose sponges. 

Some brands unfinished cotton 
twine. 

A few brushes. Galv. pipe straps. 

Galv., lead roof flashings. 





Sports supplies — Fall sports 
equipment is in full swing at this 
time, with official quality footballs, 
volley balls and basket balls selling 
best. In basket balls, the moulded 
leather cover has been accepted as 
official by many schools. Dog goods 
are coming into their best season, 
and this department is important 
and profitable in well equipped city 
stores. The variety and popularity 
of these accessories are continually 
gaining. 

* f * 

Baseballs—Early prices for 
1941 on baseballs are not much 





changed from those of the past sea- 
son, but there are slight advances 
on some low-priced numbers. 


-. oe 

Fishing equipment—Granger 
(Denver) fly and bait rod prices 
were slightly advanced, Sept. 15. 
Arcade Mfg. Co., on Sept. 3, ad- 
vanced prices about 5 per cent on 
its fish spears and frog spears, sub- 
ject to spring 1941 terms. 


ese <= © 


Lamp chimneys — Several] 
makers have advanced glass lamp 
chimneys and lantern globes five 
cents per dozen, on Sept. 1. 

* * * 


Twine — Unfinished cotton 
twines were recently reduced one 
cent per pound, by some sellers, on 
Sept. 6. 

* * * 

Brushes—On Sept. 3, one 
manufacturer notified its trade that, 
for the present, no material change 
is contemplated in its first-line 
brush prices, making only slight 
downward revisions in the prices of 
three numbers, and the brush deals 
in which any of these three numbers 
are included. The new sheet on the 
company’s secondary line contains 
a number of changes, both in prices 
and brushes. The letter of an- 
nouncement states: 

“In view of maintaining our pres- 
ent price schedule virtually the same 
as last issued, Jan. 10, 1940, and in 
fact of world conditions so vitally 
affecting the bristle markets, we do 
not feel justified in accepting an> 
order specifying shipment beyond 
Nov. 1, 1940.” 





PRICES 
REAFFIRMED 


Scythe snaths. Some farm tools. 
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SKIKE 






KIT OF ALL 3 PREPARATIONS fo retail 70c 


RUST 


PREVENTION 


UN t 
ETTE™ vEN veto 
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Now ADVERTISED 
TO SHOOTERS 


ORDER FROM YOUR JOBBER 





ARMS CORPORATION ®) DEPT. L-50, UTICA, N.Y. 








BE SURE TO SPEC/FY 


It's smart business for you to specify 
Buckeye Rivets, for there are no better 
rivets made! Yet Buckeye Brand cost 
no more than the ordinary kind. Your 
profit is the same, plus 
assurance of absolute 
satisfaction for your cus- 
tomers. 


















“GLUEKY”’ The Super Glue Sales- 
man, will sell Rogers Glue to 
2,000,000 families a month 


... and because ROGERS’ exclusive hardware selling 
plan protects you and it offers you more profit. 


by oe ctor — Rogers offers 
you protecti y lusively 
selling through the hardware 
trade and not selling to chain 
store, group buyers, or mail order 
houses. 


QUALITY — Rogers Glue is 
made only from select fish 





skins insuring clarity and uni- 
form - - also produces greater 
strength (3800 pounds shearing 
strength per square inch). 





» FREE — Phone or 


¢ PRICE — Rogers offers you 
several ial deals i 





you of full profits so you con 
compete with chain stores, group 
buyers, etc., by offering a superior 
product ot the same price. 


DEMAND — Rogers sells for 
you with national advertising 
in Popular Mechanics, Populer 
Science, Home Croftsman, etc., 
reaching over a million consumers 
monthly. 


write your jobber for 3 
free goods offers .. 
ask him for a free 
display unit. To dis- 
play Rogers Glue is 
to sell Rogers Glue. 














the line that hos: on 


inel’s 
Sentine' ervice cos 


for QUALITY ond low s 
+ wilt all soles resis 
sale presses straight to your 
it 

it takes to give yOu top profits 
sell. Get on the ban 


straight Sentinel tic 


SENTINEL RAD 


10 
2020 Ridge Ave., Dept. 


SEPTEMBER 19, 1940 


ket! Write for Deto 


RPORATION 


HA-9, Evanston, I 


co 





ynexcelled record 
ts; prices and values 


tance; mass advertising that 


store. Everything 
on every set you 


d-wagon now — 


vote the 
ils TODAY! 
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The Hardware Age Blackboard 


£L Wholesale 


States comprising regions in these charts: 


luare Sales 





New England—(Conn., Maine, Mass., N. H., R. IL, Vt.) 


Middle Atlantic—(N. J., N. Y., Pa.) 


East North Central—(Ill., Ind., Mich., Ohio, Wis.) 
West North Central—(lowa, Kan., Minn., Mo., Neb., N. D., 8S. D.) 
South Atlantic—(Del., D. C., Fla., Ga., Md., N. C., 8S. C., Va., W. Va.) 


East South Central—(Ala., Ky., Miss., Tenn.) 


West South Central—(Ark., La., Okla., Texas) 
Mountain—(Ariz., Colo., Idaho, Mont., Neb., N. M., Utah, Wyo.) 


Pacific—(Calif., Ore., Wash.) 


Scythes and Snaths—Ameri 
can Fork & Hoe Co. announced 
early 1941 prices Sept. 2, on scythes. 
grass and bush hooks, and grass and 
weed cutters. Schedules are essen- 
tially unchanged from those of last 
season, with True Temper grass 
scythes listing at $24.00 per dozen. 
bush and weed scythes at $25.00, 
and grain and clover scythes at 
$30.00, all less dealer discount of 
33-1/3 per cent. Competitively 
priced black finish grass and lawn 
scythes, with blade not beaded, list 
at $18.00 per dozen, and similar 
bush and weed scythes at $19.00, 
subject to the same dealer discount. 
Makers of scythe snaths also have 
announced unchanged prices for 
early 1941 season orders. 

* s * 

Chain lines —Chain makers 
have been hit early and sharply by 
a mounting demand for export and 
for U. S. defense purposes, and with 
mills loaded to capacity, are able to 
give only partial and slow service to 
merchant distributors. New orders, 
if accepted, are accepted subject to 
indefinite delay. Price advances of 
about six weeks ago are holding 
stifly, and the questtion of supply 
now far outweighs price consider- 
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ations in the placing of business. A 
small advance was made last month 
on copper plated and galvanized 
steel sash chain,—5 cents per bag. 
* & * 

Fencing, nails, barbed wire- 
The fall buying season on fencing 
and barbed wire is about to com- 
mence. and already mills have noted 





a pick-up of orders, especially from 
jobbers in the South. Government 
agencies are beginning to place or- 
ders for larger tonnages, and cur- 
rently a considerable amount of 
barbed wire is due to be placed. 
Distributors are building up slightly 
larger inventories of nails. 
* * * 


Steel pipe, etc——Further de- 
tails are at hand as to the changes 
adopted by leading producers’ mills, 
though with no changes in the gen- 
eral basic price schedule. Standard 
black and galvanized pipe in sizes 
\% in. to 2 in. inclusive will here- 
after be manufactured in uniform 21- 
ft. lengths instead of 20-ft. lengths 
as heretofore. The following extra 
charges will be made for uniform 
lengths other than 21 ft.: 

For uniform 20-ft. lengths — 1 
point lower discount (higher price) 
over card discounts applying to 21- 
ft. uniform lengths. 

For uniform 18-ft. lengths—114 
points lower discount (higher price) 
over card discounts. 

For uniform 16-ft. lengths — 2 
points lower discount (higher price) 
over card discounts. 

* * * 

Roof flashings, etc.—Galvan- 
ized and lead roof flashings have 
been reduced as much as 20 per 
cent by some makers, and lower 
prices are out on galvanized pipe 
straps. 

. * * 

Carriage bolts, nuts, etc— 
The certainty of a sharply higher 
market has followed several weeks 
of warning by the bolt makers that 
prices were too low, and that plants 
were rapidly filling up with orders. 
The greater increase in recent buy- 





Stock-sales ratios are percentages obtained by dividing the cost value of stocks by 


sales of an identical group of firms. 
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- PUT ME ON THE SALES 
FORCE, BOSS, AND 
I'LL CLEAN UP! 


‘NR 


Yessir, Boss, I’m just the kitchen 
cleaner you are looking for. I'm 
made of strong, non-splintering, 
metallic mesh to fit the fingers. 
I'll do all of anybody’s scouring 
for a year or more. (I can pare 
potatoes and vegetables, too.) 
I’m a natural self-seller. I’m 
being advertised. And I sell for 
a quarter. 

Ask your regular suppliers for 
the MESH MAID; or write for 
full particulars to Dept. H. 1., 
WHITING & DAVIS CoO., 


Plainville, Mass. 















This display card stands 7 
inches high. The Mesh Maid 
itself is 334 by 2% inches. 


I'M THE 


MESH MAID 


By the makers of Whiting and Davis Mesh Bags 





‘A MOST REMARKABLE 
TOOL FOR WOODWORKING' 





Every worker in wocod—professional or ama- 
teur — can use this simple, handy tool to ad- 
vantage. Forstner Auger Bits operate on an en- 
tirely different principle from ordinary bits—are 
guided by a circular rim instead of a center. They 
bore any arc of a circle and leave a clean, polished 
surface. Work well in hard or cross-grain wood. 
Perfect for scalloping, mortising or pattern work. 
Ask your jobber for detailed information. If he 
cannot supply you, write us direct. 


rg available: For hand and machine boring, %4” to 
h 2 ; r 





rr by six hs; for hine boring only, 114” to 3” 
Kaine by eighths. Sold singly or in sets of 9, li or 17 bits 
PROMCO each, packed in wooden case. 





PROGRESSIVE MFG. CO. 


BONN ELC TI Cee 


TORRINGTON 


SEPTEMBER 19, 1940 














The most useful and 
satisfactory spring 
hinges for general 
use. The location of 
the two springs of 
each hinge on oppo- 
site sides of the door 
reduces oscillation 
when closing. 








They permit the door 
to be opened all the 
way back to the wall if suitably hung. 


Double Action Standard 
Type No. 29 Button Tips 


Supplied with Button Tips when specified. 


Bommer Spring Hinge Co. — Brooklyn,N.Y. 
Chicago Sales Office: No. 180 N. Wacker Drive 




















IT’S A 


MIRACLE 
GRASS SHEAR! 


DON’T BUY 
UNTIL YOU SEE IT 


ASK KEISER OF READING, PA. 
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Collecti 





ing has been on heavy bolts for the 
defense program, for factory equip- 
ment, and for the automotive indus- 
try. And new price schedules just 
announced by leading makers, to be 
in effect after Oct. 1, hit most heav- 
ily the larger and longer sizes of 
bolts. The usual “hardware” range 
of small carriage and machine bolts, 
up to % by 6 in. will be advanced 
to 68-5 per cent-—a slight increase. 
Bolts 9/16 and %& will be 66-5 per 
cent. All short bolts 34 in. to 1 in. 
diameter are to be advanced two 
points, to 64-5 per cent, and all bolts 
over 6 in. long, whether small or 
large diameter, are increased four 
points, to 62-5 per cent. Lag bolts 
are raised one point, to 65-5 per 
cent. Nut prices, to 11% in. inclu- 
sive, are advanced one point, in all 
price groups. All of these prices are 
f.o.b. factory. 
* * *& 


Stove bolts—New price lists 
this month from leading manufac- 
turers show a change in plain finish 
packaged stove bolts, with nuts at- 
tached, to 721% per cent base (pre- 
viously 75 per cent) and with nuts 
not attached to 7214-10 per cent. 
Plated bolts of various finishes are 
based at 60 per cent discount, nuts 
attached, (formerly 6214 per cent). 
Stove bolts in bulk, in large quan- 
tities, are advanced about 9 per cent. 
Limited freight allowances apply 
from leading basing points and the 
manufacturers’ cash discount is re- 
duced to 1 per cent 10 days. 

* * *# 


Machine screws and nuts— 
About Sept. 5, revised quotations 
were issued by leading makers, ad- 
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are obtained by dividing the collections on accounts during the 
month by accounts receivable outstanding at the beginning of that month for an identical 
group of firms. 


vancing these lines, in standard 
packages, to the following basis dis- 
counts: 

Steel machine screws, plain finish, 62% per cent 

(formerly 65 per cent). 

Plated finish, 45 per cent (formerly 50 per cent). 
Brass machine screws. plain finish, 57% per cent 

(formerly 60 per cent). 

Plated finish, i per cent (formerly 52% per cent). 
Plain steel machine screw nuts are 
advanced 10 per cent, to 45 per cent 
basis, and plain brass nuts are raised 
(from 70 per cent) to 65 per cent. 
The changed freight and lessened 
cash discount terms are announced, 
the same as on stove bolts. 

% * * 

Wood screws—Another major 
line marked up early this month by 
leading manufacturers is wood 
screws. The new base discounts on 
leading styles are about as follows, 
up about 13 to 14 per cent from 
former schedules: 

Flat Head Bright, 

57%-25 per cent). 
Round Head Blned, 45-27% per cent (formerly 

52%-25 per cent). 

Flat Head Brass, 67%-27% per cent (formerly 

72%-25 per cent). 


Round Head Brass, 65-27% per cent (formerly 
70-25 per cent). 


50-27% per cent (formerly 


On this line, too, freight and cash 
discount terms are altered to those 
mentioned on stove bolts. 
ee 2 

Hardened sheet metal screws 
—On Sept. 5, several makers of type 
A (pointed) and type Z (blunt) 
celf-threading packaged sheet metal 
screws advanced their discounts to 
45 per cent basis on sizes up to 1 in. 
No. 10, and to 40 per cent on 114 to 
2 in. sizes. Prior to this change, the 
basis was 50 per cent on all sizes. 
Makers of these sheet metal screws 
now announce also the revised bas- 
ing point and freight allowance 
plan, and have reduced their cash 
discount to 1 per cent, 10 days. 





Copper products—Following 
the 44-cent advance on copper, the 
leading fabricators on Sept. 5 raised 
copper and brass sheets, strip and 
rods, also copper magnet wire. Bare 
copper wire followed soon, with a 
Y-cent advance, but weatherproof 
wire, to correct a recent price-cut- 
ting situation, was not immediately 
marked up. Phosphor bronze weld- 
ing rods have been advanced 1 cent 
per pound, and discounts on copper 
and brass pipe and copper water 
tubing have been lessened by six 
“points,” equivalent to an advance 
of 10 to 12 per cent. 

* a & 

Electrical cables, etc.—The 
fundamentally better market is re- 
flected in a less competitive situa- 
tion on several electrical commod- 
ities. Among these is rubber-covered 
wire, where fairly recent quotations 
at last spring’s low are now definite- 
ly withdrawn. Flexible armored 
cable has been advanced during 
August by several independent mak- 
ers. 

* * & 

Future price trends—Recent- 
ly the National Industrial Confer- 
ence Board polled 300 industrialists 
as to the outlook for prices, and 225 
of the group reported that a produc- 
tion cost rise will be the result of 
the speeding up of national defense 
preparations. Most of the execu- 
tives said the relatively small cost 
increases of preceding months can- 
not fairly indicate what may be ex- 
pected in the near future. As the 
rearmament program moves forward, 
it is expected to be accompanied by 
higher wage rates, particularly for 
skilled labor, by increased material 
costs, and, of course, rising taxes. 

* a * 


Busy steel mills—The contin- 
ued strong demand for steel from 
both domestic and export sources is 
being reflected in increasing back- 
logs on most steel products, with 
such items as_ structural shapes, 
plates, bars, alloy steels and semi- 
finished material accounting for the 
greater part of the new tonnage. 
Merchant lines like nails, wire prod- 
ucts, galvanized sheets and steel pipe 
are in active demand, but are not 
crowding the mills as heavily as the 
industrial forms of steel. Notwith- 
standing a slight moderation in the 
aggregate volume of incoming steel 
business since the first of the month, 
as compared with August, steel pro- 
duction this week, estimated at 9214 
per cent of capacity is a full point 
above the pre-holiday rate and 10% 
points above last week, according to 
the Sept. 12 issue of The Iron Age. 


HARDWARE AGE 




















RING UP $$$$$ 
WITH EAGLE 
POPULAR PRICED TROWELS 





No. 35 Pointing Trowel No. 45 Brick Trowel 








No. 55 All-Steel Plastering 
Trowel 


Eagle Pointing and Brick Trowels are made from one 
piece tough, bright steel. They are properly balanced, easy 
to use and clean. No rivets. Fast on the job. Both have 
handles of shellacked hard wood, designed to fit the hand. 
No. 35 Pointing Trowel has a 5-inch blade; No. 45 Brick 
Trowel a 10-inch blade. 


Eagle All-Steel Plastering Trowel is a high-grade metal 
throughout. Handle is welded to a full hard 10-inch blade. 
Will not rock even in rush work. Blade has same rigidity 
throughout. Properly balanced. Comfortable grip. 


Ask your jobber for particulars or write 


EAGLE MANUFACTURING COMPANY 
DEPT. H.A. WELLSBURG, W. VA. 





























SURE SELLERS 


iH the "DOG HOUSE” 


There is a group of merchandise items 
so reliable, so established, so sure of 
a steady profitable sale that they get 
little thought or consideration. They 
are stocked in the darkest corner, they 
get no benefit of salesmanship or dis- 
play — and yet they are the Sure Sel- 
lers. They don’t go out of style, they 
don’t depreciate, and they sell right 
through the year at a good honest profit. 
Of this + ome none more dependable than 
ON SPOT SASH CORD 

PHOENIX SASH CORD 

WHALE CLOTHES LINE 

SAMSON MASON'S LINE 
ond the wide variety of other braided cords which we 
moke, meeting ali requirements for quality and price. 


SAMSON CORDAGE WORKS 
BOSTON, MASS. 


CHAR 
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. FARRELL-CHEEK : 


FIRE-FIXER 












/ Fire Hooks 


Pokers 
Back Up Wrenches 
Clinker Hooks 


Slice 
Bars 


a, Clinker Tongs —4 
oO 
eo) 












Ash Hoes 


RIGID CONSTRUCTION AND EASY USE 
MAKE FIRE-FIXER TOOLS A FAST MOVING 
AND PROFITABLE LINE. 


ASK YOUR JOBBER 
FOR CATALOGUE AND PRICES 


FARRELL-CHEEK STEEL CO. “ohio” 















SEPTEMBER 19, 1940 
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eep Enough “Working 
apital” Working for You 
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‘, OCAL business men 


were surprised when Filbert and 
Johnson, hardware dealers, went 
into receivership. From the out- 
side leoking in, this firm seemed 
to be prospering, but a study of 
the balance sheet, compiled as of 
the date of receivership, showed 
that it had gone blitzkrieg because 
it lacked working capital, which 
is the excess of current assets over 
current liabilities, a condition 
prevalent in too many hardware 
establishments. 

Dealers are too prone to focus 
attention on profits, sales and net 
worth, disregarding working capi- 
tal entirely. Give equal considera- 
tion to the adequacy of working 
capital, the funds needed for cur- 
rent obligations, payroll, taxes, 
bills payable, and the like. Try to 
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keep enough cash on hand to meet 
all bills for at least 60 days. 
Working capital consists of two 
parts: cash assets, comprising 
cash and receivables, and trading 
assets or inventories. When cash 
assets equal current liabilities, 
your financial condition may be 
considered satisfactory. Try to ap- 
proximate this ratio at all times. 
If cash and receivables exceed in- 
ventories, the working capital may 
be lower than if inventories exceed 
cash and receivables because there 
is more confidence in the liquidity 
of cash assets than in inventories, 
which are subject to market fluc- 
tuations and customer acceptance. 
whereas, cash and receivables are 
definite sums. No fixed ratio is rec- 
ommended between cash and the 
other accounts but it is generally 


Do this and you'll avoid some 


of the pitfalls into which 


many retailers stumble 


“Dealers are too prone 
to focus attention on 
profits, sales and net 
worth, disregarding work- 
ing capital entirely.” 


expected that the bank balance 
will run from 20 to 25 per cent of 
current loans. For this contin- 
gency alone, Filbert and Johnson 
should have had about $3,000 in 
the bank. Their balance sheet 
shows $347.51 in cash on hand 
and in bank. 

The working capital may fluctu- 
ate with seasonal demands. The 
hardware dealer should see that 
working capital is high before 
heavy seasonal purchases so that 
he can stock up amply and take 
discounts. Lack of adequate work- 
ing capital is the reason why many 
dealers pass discount dates and 
have no cash available to take ad- 
vantage of particularly attractive 
“buys.” They invest too heavily in 
fixed assets or, in other ways, im- 
pair working capital. Often, the 
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MASONS’ WOOD AND ALUMINUM 
SAND'S-STEVENS SURFACE AND LINE 


Write for Catalog 


SAND'S LEVEL & TOOL CO. 


8631 Gratiot, Detroit, Mich. 




















~ SAND’S 





CARPENTERS’ WOOD AND ALUMINUM 
TILE SETTERS’ WOOD AND ALUMINUM 





World's Standard 
For 48 Years 


LEVELS 


TELL THE TRUTH 


“Factory Built-In Accuracy" 














FOR THIS 


Dixon’s 


ALWAYS GOOD SALES. 











Nearly everybody who enters your 
store is a potential customer for a 
Junior Graph-Air Gun. _ It 
lubricates anything. A squeeze squirts 
Dixon’s Powdered Microfyne lubricat- 
ing graphite to the source of trouble. 






















4 anything that has friction re- 


- sistance, rattles, squeaks cr t Lge 
-- grunts. On display cards—a bog 
—— “walk-out” item. Write Dept. Ord 


CG-40. 


JOSEPH DIXON CRUCIBLE CO., 





TRICO 
FUSES 


THE COLOR TELLS THE SIZE 


PACKAGED for 
FASTER PROFITS! 


Place this colorful display unit by the cash 
register or on the wrapping counter—then 
watch the lively interest. All most folks need 
is a passing reminder. When empty, throw 
away and set up new one. Always clean 
and fresh—saves time and space. 
Ask your Jobber for COLORTOPS 

Write for sample 


TRICO FUSE MFG. CO. 


MILWAUKEE WISCONSIN 


» \ This lubricant stays put. Can’t drip, 
gum, wash or burn out. Nothing bet- 
ter for locks, machinery, tools, car— 





JERSEY CITY, N. J. 


COLORTOP 








’ 





$14.90 


LAA | Safeway 
tol 






Time tried, time proven dependable. 
The sensationally priced heater that 
opened up a new and eager market. For 
homes, stores, hunting camps, lake cot- 
tages, filling stations. Built for the man 

ti g oil's ¢ i e in a power- 
ful, attractive yet inexpensive heater. 
Bodies are of 22 ga. super 
blued steel. The silent pot 
type Golden Glow burner 
uses cheap distillate, seldom 
needs cleaning. Simple 
trouble-free barometric oil 
feed. Comes complete ex- 
cept for smoke pipe. Model 
A9-10 is of 10” diameter, 
27” high, has 2% gal. tank, 
heats 2,700 cu. feet. Mode! 


JUNIOR 
MODEL 
A9-10 




































MODEL A9-13 = ogo of 18” wor = 
ig as 4 gal. tank, heats 
GLOBE AMERICAN 4,000 cu. feet. Write for folder and liberal discounts. 
CORPORATION Exclusive agencies available in some areas. No new, un- 


Macomb, Illinois tried experiment. Thousands in use across the U. s. A. 





andvik Saw £ & Too/ 








47 WARREN ST. CORPORATION |; NO JEFFERSON ST 
NEW YORK. N.Y Ri as hia crm CHICAGO. ILL 











THE STYLE 
SENSATION of 1940 





—the culmination of over 63 years 
experience in the building of fine 
bicycles. 

Write today for details of Ameri- 
ca’s most popular, fastest selling 
line of bicycles. 

THE WESTFIELD 
MANUFACTURING COMPANY 
Westfield, Mass., U. S. A. 

















THIS WINDOW 
TRA PROFITS! 


Retailers everywhere are making big 


i volume sales of Windovent! It’s the 
inodern, unbreakable window ventilator 
priced so low every home owner or 


apartment dwelfer is your prospect! 


Easily adjustable, Windovent fits all 


\f windows from 20” to 36” width. It 
}\a keeps out wind, snow and rain. Elimi- 
nates drafts yet does not interfere with 
opening or closing window. Made of 


30 gauge steel. Finished in ivory, green 
or white. 


OFFER FOR DEALERS ONLY! 
Send Now for Sample— 
30c Postpaid 
Ask Your Wholesaler About 
Our Low Prices 
4 PATENT NOVELTY COMPANY 
305 Eighth Avenue, Fulton, illinois 














cuts sizes up to 2x4. 


prices. 
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Popular MITRE KIT 


with new angle index 


Note how you can adjust our new. model No. 525 to any angle desired 
and securely lock it with handle that shows beneath the kit. It accurately 
The Baker McMillen MITRE KIT is a well made, 
precision unit that appeals to both the professional and home craftsman. 


Put a few on your counter. They will sell on sight. Write for wholesale 


THE BAKER McMILLEN CO., 348 Miller Ave., Akron, Ohio 
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SPRAYERS 





ONLY $9.25 FOR THIS NEW 
OILLESS SPRAY OUTFIT! 


They sell fast! Newer needs oiling! 
Only 2 moving parts! Just right for 
the home workshop, school or smal! man- 
ufacturing. Sprays paint, enamel, lac- 
quer, varnish, water paint, insecticides 
—~fast, smooth, and clean. Special chuck 
inflates tires. As shown, without motor, 
lists for only $9.25 With smaller 
gun, only $7.85. Advertised for you 
in leading home craft magazines. 


Get this portable sprayer business— 
write for details today! 





DEALERS: 
and foo Ww. R. Brow 


Send fer ones game price list 
. low cost portable 
paint sprayers. Electric and > ~ -power models. 
Sold at dealers only. 


WwW. R. BROWN CORPORATION 


5724 Armitage Avenue Chicago, Il., U. S.A 














Convention 


or Vacation 


Although October 14th to 17th 
is your convention time at 
Atlantic City, any time is the 
conventional time for a vacation 
visit by the sea. May we see you 
from time to time? 


400 delightful rooms with baths. 
3 ocean decks. Sky-top Solarium. 
Health baths. 


New York Office: 
PEnnsylvania 6-0665 


H ote/ 


Claridge 


ATLANTIC CITY 


Gerald R. Trimble = 
General Manager = 





ns 








| into the till in a consistent flow. 


| ously and collection procedure is 





lack of funds isn’t noticed until 
creditors press or business drops 
or reverses set in. 

Merchandising efficiency, credits 
and collections affect working cap- 
ital. Where merchandising man- 
agement is efficient, working capi- 
tal is usually in better condition 
than where the reverse is true. 
Where credit is granted promiscu- 


current liabilities. 


below par, working capital is 
likely to be unsatisfactory. The 
capable merchant keeps sales mov- 
ing so that cash keeps streaming 


In a business where notes re- 
ceivable are seldom found on a 
balance sheet or are relatively 
high, their presence indicates a 
weak collection system. The Fil- 
bert and Johnson balance sheet 
shows $1,605.90 in notes taken in 
lieu of payments on accounts re- 
ceivable. 


tion. 


to measure 


FILBERT AND JOHNSON 
Hardware Dealers 





Filbert and Johnson have a 
working capital of $7,123.23, the 
difference between $31,536.75 in 
current assets and $24,413.52 in 
If inventories 
and receivables were of ready 
liquidity, their working capital 
should have been around $24,000 
with more than $3,000 in cash al- 
ways on hand until the notes pay- 
able were cleaned up. This would 
give what is known as a “current 
ratio” of about 2 to 1. Bankers 
and credit men consider a business 
financially sound if it approxi- 
mates this current ratio. 

This firm, for its size, had an 
ample net worth on paper, but had 
set aside no reserves for deprecia- 
In business for nine years, 
they should have built up at least 
$6,500 in reserves. The size of the 
net worth is not the only yardstick 
financial 


stability. 


Financial statement as of March, 1940, just before the receiver was 


appointed 
ASSETS 
le a ee epane ane cede $327.41 
PN GID FG in cts cccicccccccevccceccees 20.10 
Accounts receivable ........ccccccccccess 6,872.84 
I Wo ain whi go Sale is ono braaatieee’ 1,605.90 
NR, cD a did dca dd chin suere caee 22,710.50 
ee: GI INS 56. 6.8.0-8 ws wed ede medn annie 
Land for business purposes............... 10,000.00 
Building for business purposes........... 18,250.00 
Store fixtures, merchandising and office 
ED 6ikvnadceendennnssavecen ad 3,650.00 
| Delivery truck ..............seeeeeeeeees 950.00 
ee GUND sais 5 eg edeana eh iverde eee 
Other Assets 
ue ive tp sneaeeanen 220.00 
Investment in property ................-. 2,000.00 
Rn a siniciain s asewnn dua nein oe eeaan 
ee Ge ee ED 5a. Ss bie a ards <b Sadie SSeS dds «wale 
LIABILITIES 
PRR DOMED. «<0 oa stinnpensdesavescars $9,678.92 
Notes payable to banks and others........ 14,050.00 
Deferred liabilities, including wages, in- 
Se EE ioc. Seren dn ade naedainiad« 684.60 
Re eer ere me 
Fixed liabilities—mortgages payable................ 
bo. | ee rire ne HR. eae 
PE, 5s sis 5 3 dah ouemiok aa ws aaa a aaa eee 


Total liabilities and net wofth................6.s00- 


$31,536.75 


$32,850.00 


2,220.00 


$66,606.75 


$24,413.52 
9,000.00 


$33,413.52 


33,193.23 


$66,606.75 
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Working capital must also be con- 
sidered. 

Like gas to a car, a business can- 
not run without working capital. 
Filbert and Johnson made substan- 
tial profits in past years but mis- 
used them. Instead of maintaining 
a safe ratio on working capital, 
they disregarded it entirely, bought 
heavily on credit, couldn’t pay 
their bills, borrowed from banks 
and others, bought the business 
property for $28,250, paid off 
$19,250 leaving a mortgage of 
$9,000 outstanding, drew larger 
salaries than circumstances war- 
ranted, invested $2,000 in adjoin- 
ing property for future expansion, 
freezing their working capital in 
over-expenditures for fixed assets 
and personal withdrawals instead 
of maintaining a safe margin for 
current obligations. 

Do not impair working capital 
by tying up funds in fixed assets 
or slow-moving stock. An over- 
investment in fixed assets means 
high fixed charges for taxes and 
upkeep, which keeps working cap- 
ital low. 

The successful merchant works 


for his money and makes money 
work for him. He knows how to 
make profits and what to do with 
them afterward. Filbert and John- 
son were weak on this phase of 
business management. That’s why 
they went with the wind. On the 
surface, it seemed as though they 
were prospering but each month 
brought insolvency nearer as cred- 
itors pressed harder, as upkeep on 
fixed assets mounted, as slow-mov- 
ing stock kept the overhead ratio 
abnormally high. 


Consider It! 


When you analyze business 
operations periodically, as all 
dealers should do, give thought to 
working capital as well as to sales, 
profits and net worth. Compare 
the ratio of working capital from 
month to month, the same as you 
compare the trends of sales and 
profits. This analysis will provide 
a yardstick with which you can 
gage the most desirable working 
capital ratios for your require- 
ments from season to season. 








G-E OPENS DISPLAY IN NEW YORK 








The General Electric Co’s. appliance and merchandise department with 
headquarters in Bridgeport, Conn., has established a permanent and 
up-to-date display of all its appliance products on the 12th floor of the 
General Electric Building, 570 Lexington Ave. at 5ist, New York City. 
Mrs. Corrine Herndon Robinson is in charge. 

The quarters in which the display is housed have been newly dec- 
orated and equipped with the latest fluorescent lighting. In addition to 
lighting for the room itself, special lighting schemes for the work sur- 
faces of the model kitchens are shown. 
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Stamped and Em- 
bossed Brass and 
Aluminum House 
Numbers in at- 
tractive display 
assortments, fea- 
turing Stand- 
ard, DeLuxe 
and Hi-Caste 
Styles, are 
ready sellers 
at a good 
profit. The dis- 
play puts” them 
over. 


Send For Samples and Prices 


remax raducts 


YOCr 





4002 Highland Ave., Niagara Falis, N.Y. 












WONDER 
TOOL | 
that 
SELLS 
ITSELF 





Our national advertising sends you new 


buyers for Handee, who become year- 
around regulars for accessories. 
Be sure to have this attractive Demonstra- 
tor on your counter—a steady profit maker 
it will pay you to keep right out in front. 
Requires only 2 sq. ft. space. 
Handee is the original tool of its type and 
the leader today. More of them in use than 
all other makes combined, by mechanics, 
repairmen and hobbyists everywhere, be- 
cause of precision performance, unequalled 
smoothness and safe speed. 
Standard Model $10.75 with 3 Accessories. 
De Luxe Model $18.50 with 6 Accessories. 
Ultra de Luxe Set (De Luxe Handles and 27 
most popular Accessories in metal carrying 
case) $25.00. 
Always have a sufficient stock of Handees 
and Accessories on hand to take care of 
orders promptly. 

Write for Special Deals and Full Information 

on Accessory Counter Case. 


CHICAGO WHEEL & MFG. CO. 
Makers of Quality Products for 40 Years 
1101 W. Monroe St. Dept. HA Chicago, Ill. 
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Reflecting 
HOUSE NUMBERS 


for Year "Round Sales 


Two 
TYPES 








Curb-Side NOMINAL 
Type » INVESTMENT 
ECONOMICAL 
STOCK UPKEEP 
Heavy, rust-resisting steel: 
ae. baked enamel finish. Not 
affected by atmospheric con- 
ditions or salt air. 
Three inch reflecting nu- 
merals of sharp silver with 
white border, visible at 300 
Retail at feet and readable at 150 
$2.00 feet. They will hold their 
oni brightness indefinitely. 

Wire anchor, at bottom of 
$3.00 20"' post, locks itself into the 
ground. 

MOUNTING 
TYPE 
Retail at $/.00 
Black enameled alumi- 
Size 914" x 3" num frame is channel 


formed for inserting nu- 
merals. Holes at both ends for inserting screws 
for mounting to flat surface. 

This type sign is readily mounted to a building, 
door, step-riser, tree or post. 


Send for Trade Prices and Literature 


WESTERN CATAPHOTE CORP. 


TOLEDO, OHIO 








New products and new 
trade names are constantly 
being added to the listings 


for the next Directory 
Number of HARDWARB 
AGE. ay 


Therefore, if you do not 
find in the current issue of 


the Directory Number the 


product you are interested 


in, write to the “Who 
Makes It” Editor He'll be 
glad to serve you. 
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100 East 42d St, New York City 




















National Washer-Ironer Week 


(Continued from page 37) 


dow display contest among its 
wholesale representatives and dis- 
tributors’ wholesale men, wherein 
prizes valued at nearly a thousand 
dollars will be awarded the whole- 
sale men who show the largest per- 
centage of windows trimmed with 
Apex washers and irgners in their 
territory during October. 


Barlow & Seelig Mfg. Co. 
Ripon, Wis. 

All “Speed Queen” dealers are be- 
ing urged to participate in Na- 
tional Washer-Ironer Week by the 
company through its local adver- 
tising, window displays and spe- 
cial promotions. The company is 
publicizing the Week in its house 
organ, The Speed Queen Agitator, 
which reaches over 6000 dealers. 
While no special advertising ma- 
terial has been prepared for this 
event, the firm’s dealers are being 
supplied with the official window 
poster and auto bumper cards at 
no charge and background dis- 
plays are being furnished at cost. 


The Barton Corp., 
West Bend, Wis. 

This company is planning spe- 
cial promotion for Washer-Ironer 
Week. The plan is to provide its 
dealers with newspaper mats by 
which dealers can offer a clothes 
pin bag free to every person who 
visits their stores and receives a 
demonstration of the Barton “Con- 
trola” speed washer. To encourage 
dealers to use this promotion, The 
Barton Corp. will rebate the dealer 
65 per cent of the amount he 
spends on clothes pin bags, but 
this rebate is not to exceed the total 
amount of the advertising cost. A 
bulletin describing this promotion 
is available from the company. 


Haag Bros. Co., 
Peoria, II]. 

Is making available to dealers 
tying-in with the event, a window 
easel, window streamers and six 
12 in. diameter “spots” stressing 
Haag features. These “spots” are 
to be attached to the window 


proper, with ribbons of crepe 
paper running to the features they 


describe. 


Horton Mfg. Co., 
Fort Wayne, Ind. 


Offers a new combination floor 
and window background display 
for washer-ironer promotions. This 
display may be used as a window 
background or on the sales floor 
for displaying both the washers 
and ironers at the same time. In 
addition, the company will have 
some promotional plans for its 
dealers to advertise. 


The Ironrite Ironer Co., 
Detroit, Mich. 

Will have available for its deal- 
ers’ National Washer-Ironer Week 
displays a set of window streamers 
and circles on Ironrite features 
and a four-color, life-sized, cut-out 
figure of a woman to set before an 
Ironrite as well as a companion 
background. 


The Maytag Co., 
Newton, Iowa 

To enable its dealers to promote 
National Washer-Ironer Week suc- 
cessfully, the September issue of 
The Maytag News, has published 
“14 Economical Ways To Tie-In 
With Washer-Ironer Week.” These 
include window displays using 
both the official display poster and 
material to be furnished by the 
company; floor displays; window 
demonstrations; floor demonstra- 
tions; newspaper advertising; 
radio campaigns using the Maytag 
spot announcement; the Maytag 
door knob hangers; Maytag post 
cards; house-to-house canvass; 
telephone canvass; line calls over 
rural telephone lines; loud speak- 
ers on trucks; publicity articles in 
newspapers, and rural mailing 
campaigns. 


One Minute Washer Co., 
Kellogg, Iowa 

Will have a mailing piece for its 
dealers which will contain sug- 
gestions for dealer newspaper ad- 
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vertising in connection with Wash- 
er-Ironer Week. 


Voss Bros. Mfg. Co., 
Davenport, Iowa 

Is offering window display ma- 
terial on the Voss Blue Ribbon 
Offer. The various pieces are sup- 
plied in sheet form and may be 
attached to the window, to the 


background, or to easel cards to 
form a frame for the washer. As 
this display is designed to give 
Voss dealers latitude in the offer 
which they wish to make, it may 
be used in conjunction with the 
display poster supplied by the As- 
sociation. The company also has 
available advertising suggestions 
for the Voss Blue Ribbon offer. 


“Alice in Electric Wonderland”-- 
an Interesting Fall Promotion 


HE “Alice in Electric Wonder- 
land” fall promotion for 1940 
is designed to aid the dealer in sell- 
ing electric ranges. Attractive dis- 
play material, national advertising, 
direct-mail folders and other dealer 
helps are all available through the 
Modern Kitchen Bureau, 420 Lex- 
ington Ave., New York City, N. Y. 
Window display material carries 
out the “Through the Looking 
Glass” theme of “Alice in Wonder- 
land.” This center display is 50 in. 
wide and 38 in. high. The two-way 
mirror changes, seemingly by magic, 
from a perfectly polished reflecting 
surface to a catchy, colorful selling 
picture right before the prospect’s 
eyes. Four 11 in. by 14 in. full- 
color display cards stressing the 
four major reasons why women 
want electric ranges are a part of 
the trim. Cost of window display 
with four counter cards and _ five 
range cards $3.45 per set. 

Two atractive direct-mail pieces 
are also available to dealers for use 
in stimulating range sales among 
owners of refrigerators, water heat- 
ers and other electrical appliances. 
These are self mailers, folded size 
5% in. by 8% in., the cost of a 





on 
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set of two pieces being 3% cents. 

Newspaper mats, telling the story 
of electric cooking in an engaging 
manner, are available. Two of these 
tie in with national advertising 
while four carry out the “Alice in 
Wonderland” theme. Mats, 2 col- 
umns by 9 in. are 20 cents each, 
mats 3 columns by 121% in. are 30 
cents each. Radio announcements 
of 20, 50 or 100 words have also 
been prepared and a complete set 
of 18 announcements may be ob- 
tained free of charge. 

Colorful range cards, five in a set, 
point out the major selling features 
of electric cooking on the ranges 
displayed in the store. “Alice in 
Electric Wonderland” will take 
prospects right along with her on a 
tour of the electric range you dis- 
play. Your own sales people can 
carry on from there into the story 
of your own brand electric range. 
Price 20 cents per set of five. The 
cards are 5 in. by 9 in. and have 
easel backs. 

Many electric leagues, utilities 
and local bureaus will put on, some- 
time early this fall, a striking enter- 
tainment-and - demonstration feature 
for joint utility-and-dealer selling. 


Center unit of 

the electric range 

. window display. 
When the flasher 

is on the mirror 

?; reveals a_hard- 
hitting electric 

range selling 
message. When 
it is off, the pros- 


pect sees a per- 
fectly reflecting 
: mirror that in- 


vites her to stop 
and primp. Unit 
is 50 in. wide, 
and 38 in. high. 


weeeregues eetanw 














“4 
SEASON 
for 


McCABE'S 


CLEAN AIR 
SHIELDS AND FILTERS 
for Hot Air Registers 
Eliminate furnace grime and dirt from walls 


and drapes. 
Keep home air clean and healthful. 










The simplest way 
fo condition 
home air. The 
surest way to 
EXTRA profits. 







Pat. No. 273342 


Wall Model & ay) 
Sell them for EVERY register in EVERY hom 
with a Hot Air Furnace! 


@ Adjustable to any size register 
@ In ivory, walnut grain or black 
@ Replaceable FILTERS 
Write for information TODAY! 
WATCH FOR THE NEW SWING-A- 
WAY CAN OPENER 


Swing-A-Way Steel Products, Inc. 
The Merchandise Mar? 4, Chicago 














LARGE STOCKS... 


UNIFORM HIGH QUALITY 
IMMEDIATE SHIPMENT 


Principal products include — Alloy 
Steels, Tool Steels, Stainless Steel, Hot 
Rolled Bars, Hoops and Bands, Beams 
and Heavy Strueturals, Channels, 
Angles, Tees and Zees, Plates, Sheets, 
Cold Finished Shafting and Screw Stock, 
Strip Steel, Flat Wire, Boiler Tubes 
and Fittings, Mechanical Tubing, 
Rivets, Bolts, Nuts, Washers, etc. Write 
for Stock List. Joseph T. Ryerson & 
Son, Inc., Chicago, Milwaukee, Detroit, 
Cincinnati, Cleveland, Buffalo, Boston, 
St. Louis, Philadelphia, Jersey City. 
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ASK 


YOUR SUPPLIER ABOUT 


AUTOYRE 


DESIGNED FOR TOP SALABILI OAKVILLE, 


CONNECTICUT 











SELL “COTTER PINS” SE rrr 
THE MODERN WAY (=p, 


No.15 Cus 
—— No.15 


“Fall Value Pachage” 





A Better Stock System for 
Listed and Discount Items 
Saves counting, packing and pric- 
ing. Each F. V. P. (Full Value 
Package) of W. W. Cotter Pins 
offers approximately equal mer- 
chandise value and can be sold at 
a uniform price per package. 
All listed sizes of Cotter Pins up 
to bed diameter and 244” lengths ne 
under eye are available in the Weste 6 
F. V. P. package. They have rela- r, Wie enets Co. | | 
tively greater merchandise value el 
than any other package now offered. 
Order from your jobher or write us for further information. 


WESTERN WIRE PRODUCTS CO. St. Louis, Mo. 


Steel 
Otter Ping 
Best Quality 


| 
| 
| 
| 
| 








Sell Syncro Saws 









Designed for making models, toys, 
games, furniture, puzzles, maps und 
household noveltics. Inlay, scroll work 


and marquetry workers find Syncro Jig 
Saws ideal for following intricate pat- 
terns. Cut fast, with clean edges, never 
need oiling. Safe. Convenient and 
Inexpensive. Throat Clearances 
16”, 13%” and 8”. 


Three Models $5.95, $10.95 and 
$12.50. Complete and ready to 
run 


Send for Catalog J 40 


describing Syncro Jig Saws, Miniature Motors, Racing Cars, Games, 
Good profits for aggressive dealers. 


SYNCRO DEVICES, INC. 


743 Beaubien St. Detroit, Mich. 
N. v. Seles Office: 200 hd bbc Ave. 


etc. 















IN ALL TYPES - 
* IN ALL SIZES 
for all Purposes... 























No. s00 SWING-OVER HARDWARE SET 
$12.50 


Plus a pair of stock garage doors 
and your customer has 


A Good Overhead Door 


Plenty of profit in it for hardware 
distributors. 
Dependable Products Since 1888 
COBURN TROLLEY TRACK CO. 
409 Harding St., Holyoke, Mass. 











Gibson Good Tools 


Gibson Patented Gripper Clips are made of 
flexible, oil-tempered steel, nickel plated 
Small size is for holding kitchen utensils, 
tools, golf clubs, canes, et Large size 
for brooms, mops, garden tools, etc. Ketail 
readily at 10¢ ea Packed 1 doz. small and 
2 doz. large clips with beautiful disp. card 
Also on individual cards. Samples on request 





Gibson Gripper Clips 


“Horseshoe Magnet” Hammer 


(Actual Size) 


Trade Mark Reg. 


The original 
permanently magnetized. 
shop. 


Made of superior forged steel, strongly and 
Holds securely. Patterns for home, 
Send for Folder which shows 
complete line, also the fast 
selling Handy Andy Combina- 


store and other uses 





tion Screw Driver & Key 
Robertson ‘Horseshoe Magnet’’ Chain—a 10¢ leader 
Hammer 
GIBSON GOOD TOOLS, INC. 
Box 268 Orange, Mass., U. S. A. 











MERCURY 
BICYCLES 


The de luxe line priced 
for the volume market 


THE MURRAY OHIO MFG. CO. 


CLEVELAND, OHIO 

















De you realize that no one factor will draw people to your store 
like attractive window displays of seasonable merchandise? 


Hardware Age is continually reproducing such window dispisye— 
its representatives are always on the lookout for new ideas. 


HARDWARE AGE, 





Good Window Displays eee @¢ @ @ @ —8°8 8 +a as « ««e 


100 East 42nd Street, 


And many dealers who require their own copy of Hardware Age 
find it highly profitable to subscribe to extra copies for their sales 
torce. 

The cost, $1.00 per year. is 
windows and increased trade. 


returned over and over in better 


New York City 
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American Hardware Manufactur- 
ers Association, 8lst semi-annual con- 
vention and the 46th annual convention 
of the National Wholesale Hardware 
Association, Oct. 14-17, 1940, at the 
Marlborough-Blenheim Hotel, Atlantic 
City, N. J. Charles F. Rockwell, 342 
Madison Ave., New York City, is sec- 
retary of the manufacturers association 
and George A. Fernley, 505 Arch St., 
Philadelphia, Pa., is secretary of the 
wholesale association. 


Housewares Mfrs. Assn., annual 
housewares and major appliance ex- 
hibit, Jan. 5-10, 1941, at the Palmer 
House, Chicago, Ill. Association head- 
quarters, Room 628, Palmer House, 
Chicago. 


Iowa Retail Hardware Assn., Feb. 
11-14, 1941, at Des Moines, Iowa. Head- 
quarters and sessions, Hotel Savery; ex- 
hibit, Coliseum. Philip R. Jacobson, 
Mason City, Iowa, is secretary. 


Michigan Retail Hardware Assn., 
Feb. 11-14, 1941, at Grand Rapids, 
Mich. Headquarters and sessions at 
Pantland Hotel; exhibit at Auditorium. 
H. A. Daschner, 1112 Olds Tower Bldg., 
Lansing, is secretary. 


Montana Implement & Hardware 
Association convention, Oct. 25-26, 1940, 
at Rainbow Hotel, Great Falls, Mont. 
M. P. Trenne, P. O. Box 1005, Helena, 


Mont., is secretary. 


National Contract Hardware As- 
sociation, convention and exhibit, Sept. 
24-26, 1940, at the Palmer House, Chi- 
cago, Ill. J. Harold Dumbell is execu- 
tive secretary with headquarters at Ful- 
ton Bldg., Pittsburgh, Pa. 


National Retail Farm Equipment 
Association, annual convention, Oct. 1- 
3, 1940, at the Hotel Sherman, Chicago, 
Til. Association headquarters are at 


207 Hotel DeSoto Bldg., St. Louis, Mo. 


National Washer-Ironer Week, 
Oct. 19-26, 1940, sponsored by the 
American Washer and Ironer Mfrs. 
Association, Chicago, Ill. 


National Wholesale Hardware As- 
sociation, 46th annual convention and 
the 8lst semi-annual convention of the 
American Hardware Manufacturers As- 
sociation, Oct. 14-17, 1940, at the Marl- 
borough-Blenheim Hotel, Atlantic City, 
N. J. George A. Fernley 505 Arch St., 
Philadelphia, Pa., is secretary of the 
wholesale association, and Charles F. 
Rockwell, 342 Madison Ave., New York 
City, is secretary of the manufacturers’ 
association. 
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Coming Conventions 
and Events 


Corrected each issue 
according to latest data 


New York State Retail Hardware 
Association, annual convention, Feb. 
11-14, 1941, at Seneca Hotel, Rochester, 
N. Y. Exhibit at Convention Hall. 
N. H. Kiley, 508 Hills Bldg., Syracuse, 
association secretary. 


North Dakota Retail Hardware 
Association, annual convention, March 
4-6, 1941, in Fargo, N. D. Louise J. 
Thompson, 21 Clifford Bldg., Grand 


Forks, is association secretary. 


Ohio Hardware Association, annual 
convention and exhibit, Feb. 18-21, 
1941, at Cleveland, Ohio. Sessions at 
Hotel Statler, exhibit at Auditorium. 


Oklahoma Hardware & Implement 
Assn., Feb. 4-6, 1941, at Oklahoma City, 
Okla. Headquarters, sessions, and ex- 
hibit at Municipal Auditorium. Charles 
F. Nelson, 301 Key Bldg., Oklahoma 
City, is secretary. 

Pennsylvania and Atlantic Sea- 
board Hardware Assn., Jan. 28-31, 1941, 
at Pittsburgh, Pa. Headquarters, ses- 
sions, and exhibit at William Penn 
Hotel. W. Glenn Pearce, 400 N. Broad 
St., Philadelphia, is secretary. 


Southern California Retail Hard- 
ware Association Conference, Nov. 13, 
1941, Santa Monica Deanville Club, 
Santa Monica, Cal. J. V. Guilfoyle, 626 
Rives Strong Bldg., Los Angeles, Cal., 
secretary-treasurer, is sponsoring the 
conference which will be devoted to re- 
tail problems. 


Triple Mill Supply Convention, 
May 5-7, 1941, at the Palmer House, 
Chicago, Ill., comprising the Southern 
Supply & Machinery Distriubtors’ Assn., 
secretary, Alvin M. Smith, Smith- 
Courtney Co., Richmond, Va.; National 
Supply & Machinery Distributors’ Assn., 
secretary, H. R. Rinehart, 505 Arch St., 
Philadelphia, Pa., and the American 
Supply & Machinery Manufacturers’ 
Assn., secretary, R. Kennedy Hanson, 
1108 Clark Bldg., Pittsburgh, Pa. The 
convention may possibly be carried over 
an extra day. 


Virginia Retail Hardware Assn., 
Feb. 18-19, 1941, at Danville, Va. G. T. 
Omohundro, Jr., Scottsville, Va., is sec- 
retary. 


Western Retail Implement and 
Hardware Dealers Assn., 52nd annual 
convention and exhibit, Jan. 21-23, 1941, 
in the Municipal Auditorium, Kansas 
City, Kan. Frank H. Sping, Kansas 
City, Mo., is secretary-treasurer. James 
A. Gorman is show manager. 


Wisconsin Retail Hardware Assn., 
Feb. 4-7, 1941, at Milwaukee, Wis. 
Headquarters, Hotel Schroeder;  ses- 
sions and exhibit, Auditorium. H. A. 
Lewis, Stevens Point, is secretary. 





| attractive steel display carrying case. 












SpeedWay, for 30 years lead- 
ing manufacturers of industrial 
electric tools, now brings the 
hardware trade its first com- 
plete line of quality electric tools for 
the home workshop that: Is Priced to 
sell in volume in every community... 
is widely advertised... carries a full 
profit margin . . . of which each tool 
is correctly designed, of correct 

full capacity and powered by a specially 
wound high torque Spee dWay tool motor 
(110 v. universal). Streamlined and 
finished in 2-tone (blue and lacquered 
white metal) actually thousands in use. 













No. 69 Drill has 4” capac- + 
ity in steel, handle and gear 
housing die cast, operating 
u speed 1000 R.P.M. 
No. 129 Grinder operates at 20,000 
R.P.M. (has high speed essential to 
efficient grinding with small stones) 
and collets for %” and 3/32” arbors. 
No. 250 Kit consists of No. 69 Drill. 
No. 129 Grinder and 5 accessories in 


Router Frame converts Grinder into 
free router or shaper. 

Drill Stand takes either Drill or 
Grinder. 

Bench Grinder complete with mo- 
tor, 2 wheels, rubber feet, carrying 
handle, cord and plug. 


ROUTER 
FRAME 
gee 











Circulars, displays, counter sheets 
furnished. Write for catalog sheets. 


SPEEDWAY MFG. CO. 
1836 S. 52nd Ave., Cicero, Ml. 








DISPLAY 
ASSORTMENT 














@ Put this display of Alligator Steel Belt 
Lacing in a good spot where it will attract 
the attention of your farm and shop cus- 
tomers. You will be surprised how man 
Handy Packages of Alligator you can se 
if you point out how much trouble it 
saves to have the lacing on hand before 
a belt breaks. When you sell Alligator you 
sell insurance against belt trouble and your 
customers will thank you for calling it to 
their attention. 

This display carton No. 420 contains 
twenty Handy Packages of the four most 
pes sizes—five packages each of No. 
5-S, 20S, 25-S and 27-5. Each Handy 
Package contains two sets of lacing for 6” 
belts gomplete with rocker hinge pins and 
handle =~ pin. The four sizes will 
handle the lacing of belts from 1%" to 
9/32" thick. 
©. 420 Display Assortment 


N 
 » | aris area $1 3.00 


Subject to regular trade discount. 
Order from your Jobber 


FLEXIBLE STEEL LACING CO. 
4616 Lexington St. Chicago, Ill 


ALLIGATOR 


eo ee 













TRADE MARK BR 


STEEL BELT LACING 
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HE retail hardware 


store of Greene & Morton has 
closed its doors. The lights have 
been turned down and the em- 
ployees have departed home to 


their dinners. Thomas Greene, 
the senior partner of the firm, is 
walking homeward in_ leisurely 
fashion keeping close to the build- 
ings on his right. As he turns the 
corner he collides head on with a 
young man coming in the oppo- 
site direction. It is Harry Jenkins, 
his youngest clerk. Jenkins smiles 
broadly and says: 

JENKINS: Do you want a pad- 
lock for an inside or an outside 
door? 

GREENE: What do you mean 

do I want a padlock? 

JENKINS: Oh, excuse me, Mr. 
Greene. I didn’t know it was you. 
I was just practicing a sales talk. 

GREENE: Sales talk for what? 

JENKINS: Well, you see, I was 
reading that article on “Selling 
Builders’ Hardware Inside the 
Store” by Adon Brownell in the 
September 5 issue of HARDWARE 
Ace. It sort of took hold and I 
was practicing how to talk to a 
customer when I was showing him 
some padlocks. 

GREENE: Well, for the mo- 
ment I thought there was some- 
thing wrong with you, but now 
that you’ve explained I wish more 
young fellows like you had the 
same affliction. How was that ar- 
ticle? 

JENKINS: Mighty good all 
the way through. It gave you the 
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inside story on how to interest a 
customer. 

GREENE: I'l read it myself 
when I get my hands on that 
issue. You might be interested in 
knowing that I’ve just received a 
copy of Adon Brownell’s book, 
“Taking the Mystery Out of Build- 
ers’ Hardware.” And tomorrow 
morning I'll send in an order for 
another copy for you. Might just 
as well get you in training to be 
the store’s builders’ hardware ex- 
pert. What else was there in that 
issue ? 

JENKINS: Plenty, it was one 
of the meatiest issues I’ve read 

. and I’ve read every one since 
I’ve been with Greene & Morton. 
For instance, there was one story 
about a firm in Connecticut that’s 
had big sales in major appliances. 
They claim their success has been 
based on five factors—advertis- 
ing, window displays, time pay- 
ments, an outside salesman and a 
service and repair man. They 
must be right for they do the busi- 
ness. Then there’s another Con- 
necticut firm that sells 2,000,000 
cartridges a year to say nothing 
of firearms and equipment of all 
kinds. They know the line and 
they keep up contacts with local 
sportsmen and marksmen, par- 
ticipate in shooting matches, ex- 
hibit at shows and meet people 
interested in firearms. 

GREENE: Anything about 
modernization in that issue? 

JENKINS: Yl say there is! 


There’s a story about Rayl’s in 





Detroit that tells what was done 
and what results followed. There’s 
another about a firm in New Mex- 
ico that went modern and experi- 
enced a 100 per cent increase in 
sales on a number of lines as a 
result. Then there’s still another 
one about the Frankfurth Hard- 
ware Co. of Milwaukee and the 
model store they’ve _ installed. 

GREENE: Well, that’s enough 
for any one issue. 

JENKINS: You might think so. 
but it isn’t so in this case. There 
are two stories in there that I was 
going to speak to you about. One 
of ‘em is about a Pennsylvania 
firm that made $8,500 from the 
rental of floor machines. They 
rent out sanders, waxers and 
other articles on a daily basis and 
in addition to making money on 
that they also have some pretty 
fine sales in paints, varnishes, 
waxes and other items. One thing 
just follows another. Then there 
was another story about a firm 
that held a tool demonstration 
and brought 1000 persons into 
their store. There’s two things I’d 
like to see tried in our store. 

GREENE: Well, I guess we 
will try something along those 
lines. What else? 

JENKINS: There was the 1940 
Migratory Bird Hunting Regula- 
tions, an article on jobbers seek- 
ing to eliminate trucking abuses 
that I'd suggest you read. It may 
be about jobbers, but you can bet 
in the long run it will affect the 
retailer. And then there was one 
on profit sharing. It was very 
interesting. The title was “Profit 
Sharing for Employees and Man- 
agers.” Very many retail firms 
try profit sharing, Mr. Greene? 

GREENE: Quite a few, Harry. 
As a matter of fact, I’ve been 
thinking of trying something 
along those lines myself. 

JENKINS: Gee, that would be 
swell! Well, here’s where I turn 
off. Good night, Mr. Greene. 

GREENE: Good night, Harry. 
Gosh, there’s a kid that’s going 
places! He’s read our trade pub- 
lication from cover to cover be- 
fore I’ve had a chance to see it. 
And he remembers what he’s 
read. Guess Harry’s going to get 
a raise one of these fine days. And 
it won't be very far away either. 


—G6.M.S. 
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Looking 
for a 
Hardware 


Store? 


HE place to find it is 

under the heading of 
Business Opportunities in 
the Classified Opportun- 
ities Section of the regular 
issues of Hardware Age. 


By watching the for-sale ads 
you'll be reasonably sure to 
secure a good paying busi- 
ness at a fair price or better 
still, let the trade know the 
kind of a store you are look- 
ing for. 


HARDWARE AGE 


Classified Opportunities Dept. 
100 East 42d Street 
New York City 
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KNIFE 
SHARPENER 


With the DOUBLE-MONEY-BACK 
GUARANTEE 











* 
Counter Display 
with 
Every Dozen 
HOUSEHOLD MODEL No. 3 a 50c RETAIL 
An essential Modern Kitchen Tool of radically new 


design—self-adjusting revolving steel discs, new non- 
slip rubber base, lacquered wood handles in assorted 
colors; metal parts nickel finished. Packed in attrac- 


tive individual cartons. 











Ask Your Jobber or Send for Catalog 
EDLUND CO., Burlington, Vermont 














— amet 


An Extremely Light Lawn Rake 
In Which 
Every Tooth 
Does Its Share 
Of The Work 


The extreme light- 
ness of McGuire’s 
No. 1 Bamboo 
Lawn Rake makes 
it easy to use. It is 
constructed so that 
every tooth does 
its share of the 
work. The firmly 


secured 


Wooden Handle Is Practically Split-Proof 


Three sizes 





















McCGUIRE’S 


y —-""METAL-GRIP*” 
; WrtiC re 
PLACES EVERY TOOTH 
ON THE GROUND WHEN 
et AT NORMAL AN- 


——— SPIRAL 
WHICH 
LINKS TEETH TOGETHERD 


W WITHOUT RESTRICTING, 
| FLEXIBILITY. 





CONSTRUCTED IN U, S. A. 








Reserve strength is built into every part of it. 


| 18”, 24”, 30”. Also a popular line of ordinary bamboo rakes to 
| retail at competitive prices. Ask your Jobber. If he is not sup- 


plied, write to us. 


THE GEO. W. McGUIRE COMPANY 
Whitestone, Long Island, N. Y. 





131 








KEY BLANKS 
LOCKSMITHS’ SUPPLIES 





Catalog on Request 


H. HOFFMAN CO. 
6245 No. Western Ave., Chicago 











10¢ 
Sizes Cards 
ne 25¢ 
101 | Boxes 
Uses | or Bulk 





WOOD JOINERS 
THEY PULL—CLINCH—HOLD 


The outstanding fastener fer makin repairt 
sereens, garden furniture, frames, ete. oe 


Ask Your Jobber 


SUPERIOR FASTENER CORPORATION 
5224 N. Clerk St. Chicego, Hl. 











‘GUNSHINE: 


P ess 
ae, 
Fre we 


cHAMO 


MADE IN U.S A. 


ASK YOUR JOBBER 
FOR GQUR EXTRA VALUE 


HOYT & WORTHEN TANNING CORP 
HAVERHILL. MASS 


DENISTON 






"teed Seat? NAILS 


Drive Screw Shank gives powerful 
grip. Lead under the head and down 
the shank plugs hole around the nail 
to form weather-proof lead seal. Nail, 
lead and sheet solidly locked together 


by “bump” . Send for samples. 
South 
The DENISTON Co. Western Ave 








PRIEST'S CLIPPERS 


A Complete 
Line— 







Ask 
Your Jobber 
75 Years’ Reputation in the Trade 
AMERICAN SHEARER MF@. co. 


NASHUA, N. 








fe 1 Forget 


to mention that 
you saw it in— 


HARDWARE AGE 
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The “WHO MAKES IT?” issue of HARDWARE AGE 


enables you to quickly locate sources of supply and helps 


you answer many questions regarding brand names, 


products, etc. 


Toronto, Canada: Who makes dec- 
orated metal trays called Toleware? 
John Clements. 


ANSWER: Morton A. Netter, 
1017 N. Front St., Philadelphia, Pa. 


* % 


Milwaukee, Wisc.: Who makes the 
Ever Fast window cleaners belts? 


Builders Hdwe. Inc. 


ANSWER: R. J. Dickey & Sons, 
Inc., Columbus, Ind. 
* * * 
St. Johnsbury, Vt.: Who makes a 


lawn sprinkler which travels along 
the ground? Peck Co. 


ANSWER: Automotive Sprinkler 
Co., North Platte, Nebr. 


Long Branch, N. J.: Who makes 
the Duratite wood dough? Chandler 
& Maps Co. 


ANSWER: Webb Products Co., 

San Bernardino, Calif. 
* * * 

Warrenton, Va.: Where can we 
procure wrapping paper printed with 
hardware and tools? Warrenton 
Supply Co. 

ANSWER: Chas. F. Hubbs & Co., 
383 Lafayette St., New York, N. Y. 

* 2 @ 

Los Angeles, Calif.: 


the Norlund corn slitters? 
Hardware Co. 


ANSWER: O. A. Norlund Co., 
Williamsport, Pa. 


Who makes 
Hellman 


HARDWARE AGE 











IS 


S, 


“me 














Information regarding sources of supply as provided readers of 
HARDWARE AGE by the “Who Makes It?” editor is here pre- 
sented as an aid to others in the trade who may be seeking the 
same articles. The inquiries reproduced have been selected be- 
cause of their general interest to hardware merchants and buyers. 
This editorial feature in each issue supplements the service ren- 
dered by the “Who Makes It?” issue. When writing to the firms 
mentioned, state that you secured your information from the 


HARDWARE AGE Directory Number. 


Raleigh, N. C.: Who is the distrib- 
utor for the George Woostenholm 
pocket knives? Thos. H. Briggs & 
Sons. 


ANSWER: Wm. Langbein & 
Bros., 48 Duane Street, New York, 
| i a 

* *% * 

Cuthbert, Ga.: Who makes the 

Khuls cauiking compound? John 


D. Gunn & Sons. 


ANSWER: Fred H. B. Kuhls, 
65th & 3rd Ave., Brooklyn, New 
York. 

* * * 

Quincy, Fla.: Who makes the 

Rountree luggage? Shaw Hardware 


Co. 


ANSWER: H. W. Rountree Lug- 
gage Co., Inc., Richmond, Va. 
* * * 
East Orange, N. J.: Who makes 
the Acme stapling machine? Apart- 
ment House Supply Co. 


ANSWER: Acme Staple Co., 1649 
Haddon Ave., Camden, New Jersey. 
* * * 

Chicago, IIl.: Who makes the 


Frisco can opener? Sheridan Hard- 
ware & Supply Co. 
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ANSWER: Precision Metal Works, 
3100 Carroll Ave., Chicago, III. 


=: = <= 


Clutier, Iowa: Who makes the 
Warco radiator air valve? H. & H. 
Hardware. 


ANSWER: W. A. Russell & Co., 
Bridgeport, Conn. 
* * * 


Plainfield, N. J.: Who makes the 
Kieckhefer bowling alley bed and 
gutter mops? A. M. Griffen Hard- 
ware Co., Inc. 


ANSWER: Kieckhefer Mfg. Co.. 
1900 S. Washtenaw Ave., Chicago, 
Il. 

* * * 

Slaton, Texas: Who makes the 
Hull pottery? Sherrod Bros. & Car- 
ter Hdwe. Co. 


ANSWER: A. E. Hull Pottery 
Co., Crooksville, Ohio. 


a * * 


Downingtown, Pa.: Who makes 
Ironite water proofing used for the 
inside of swimming pools? Theo. 


M. Griffith & Son. 


ANSWER: Ironite Co., 111 W. 
Washington St., Chicago, II]. 











BRUSH 


CLEANS 
BAUSHES 
BETTER 






SELLS FAST AY 10¢ 


THE LEADER 


FOR 20 YEARS 
BRUSH-NU COMPANY 


BALTIMORE MARYLAND 

















STEEL MORTAR HODS 


No dripping onto 
the user's back. 


Made entirely of 

w stee) with wooden 
, shoulder saddle 
and handle 
Edges are heav- 
‘}y  reinforeed. 
The fork is 
pressed from 
heavy gauge 
steel. 


Write for prices. 
The Cleveland Wire Spring Co. 
Sth St. and Hamilten Ave. 
€& “< Cleveland, Ohio 7 = 











KEY BLANKS 


OF EVERY DESCRIPTION 


3 


Catalogue on Req 
GRAHAM MFG. co. 


Derby, yoo U. S. A. 














ROCHESTER ADJUSTABLE 





Rechester Sash Balance Co., Ine. 


SASH BALANCES 


A product of Guar. 
anteed quality. Real 
profit in handling 
» them. 


Write for prices. 


_ Bechester. N. Y. 











E-Z CORN POPPER 


The Original Rotary Corn Popper 


The Popper That Puts 
The Pop in Pop Corn 


Stove Type 


Ask eens Jobber 


. S. KEENE MACHINE CO. ~ ELKHART IND. 







or Electric 





kw Daisy Waterers 
for HOGS and POULTRY 


ALSO SHAW and DAISY 


CALF WEAWNERS 
3 hy We ht) | ae @ 7, 8 


Write fer FREE Circular Mird. By 


QUINN WIRE & IRON WORKS 





BOONE IOWA USA 
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Clansihied Opporvtumitien. Section... 





Use this section to reach Hardware Manufacturers, Manufacturers’ 
Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen 





| Clamihied Adwentining Rater | 





Help Wanted. Accounts Wanted 
Business Opportunities 
Sales Representatives Wanted 


Set solid, maximum, 50 words....... $3.00 
All capitals, maximum, 50 words.... 4.00 
Each additional word........ 06 
Positions Wanted 
(Special Rate) set solid, maximum, 
SP SD. éanetdbedacaescedounere .50 
Each additional word .............. -01 


Allow Seven Words for Keyed Address or Y our Add: eas 


BOXED DISPLAY RATES 


One inch 





| DISCOUNTS FOR CONSECUTIVE INSERTIONS 

4 insertions, 10% off; 8 insertions, 15% off. 

Due to the special rate, these discounts do 

not apply on Position Wanted Advertise- 
ments. 


REMITTANCE MUST ACCOMPANY ORDER 


Send check or money order, 
not currency. 








HARDWARE AGE is published 
every other Thursday. Classified 
forms close 15 days previous to 
date of publication. 


Address your correspondence and replies to 


HARDWARE AGE 


Classified Opportunities Dept. 
100 East 42nd St., New York City 











| —s- Positions Wanted 


i 


Positions Wanted =| 


[ Positions Wanted | 








MR. MANUFACTURER I WILL PUT my 
time against your product. Commission basis. 
Chicago territory. Must be a quality line. Ad- 
dress Box E-126, care of Harpware Ace, 100 E 
42nd St., N. Y. City. 





MANUFACTURERS OF HARDWARE OR 
HOUSEFURNISHING — executive, sales man- 
ager, mfg. experience. Age 49 years, widower, 
family grown. Available October First. Desires 
traveling connection in Middle West. Best ref- 
erences. Address Box E-110, care of Harpware 
Ace, 100 E. 42nd St., N. Y. City. 


HARDWARE PERSONNEL, OUR FILES 
CONTAIN applications of several hundred experi- 
enced clerks, managers, counter men, bookkeepers 
and stenographers for New York hardware re- 
tailers and wholesalers. No charge-to employers. 
Just phone Wisconsin 7-1802 or write to Asso- 
ciated Placement Bureau, 152 West 42nd Street, 
New York City. 

ENERGETIC AND AMBITIOUS YOUNG 
MAN, 23 years old, single, desires position. Has 
had eight years’ experience in the hardware, paint, 
plumbing and housefurnishing line, also thor- 
oughly experienced in the gas range field and 
major electrical appliances, such 
washing machines, etc. Address 
of Harpware Ace, 100 E, 42nd 

EXPERIENCED SALESMAN WANTS TO 
TRAVEL Texas and Louisiana for an established 
manufacturer of a staple and competitive builders’ 
hardware or related line. Past contacts and ac- 
quaintance with the buyers in the lumber and 


Box E-107, care 
St., N. Y. City. 


hardware trade throughout these states insure 
satisfactory distribution. Address Box E-103, 
= of Harpware Ace, 100 E. 42nd St., N. Y. 
ity. 





HARDWARE MAN THOROUGHLY EX- 
PERIENCED IN Retail and Wholesale hardware, 
paints, sporting goods and kindred lines, desires a 
position with responsible retail firm. References. 
Capable of buying, bookkéeping and store manage- 
ment. In early fifties and good health. Free to 
go anywhere. Middle West or South preferred. 
Salary secondary. Address Box E-90, care of 
Harpware Ace, 100 E. 42nd St., New York City. 





GENERAL MANAGER FOR MODERATE | 


SIZE live industry. Twenty years’ experience, 
organization, market development, cost reducing 
methods, large industry. Capable engineer, ma- 
chine shop, sheet metal, foundry operations. Na- 
tional contact with hardware and implement. 
Invite preliminary negotiations with principals in- 
terested in improving their position. Where the 


application of ingeniousness and energy may lead | 


Age 44, Protestant, 


to permanent connection. 
Will go any- 


married. Alive and progressive. 


where. Present location—Wisconsin. Address Box 
E-106, care of Harpwaxe Ace, 100 E. 42nd St., 
nN. 3. Cie. 


as refrigerators, | 


YOUNG MAN, 10 YEARS’ EXPERIENCE 
RETAIL hardware and radio desires position 
with reliable concern. Familiar locksmith, radio 
and electrical repair work; window dressing, dis- 
play, managing and salesmanship. Would appre 
ciate interview. Address Box E-132, care of 


Harpware Ace, 100 E. 42nd St., N. Y. City. 


MANUFACTURER’S REPRESENTATIVE 
WITH OVER 15 YEARS of diversified selling 
experience contacting the chains and department 
stores, mail order houses, wholesalers. Have 
handled housewares, building materials, novelties 
and specialty lines. Successful record as a sales 
builder. Address—Godfrey D. Meyer, 2395 
Valentine Ave., New York City, N. Y. 


EXPERIENCED SALESMAN NOW COV. 
ERING SOUTHEASTERN territory wants to 
represent some well-known manufacturer or man- 
ufacturers’ agent in this territory or part of same. 
Well acquainted majority distributors handling 
hardware items. Eleven years present connection. 
| In answering give full details, if interesting will 
give references, etc. Address Box E-101, care of 
Harpware Ace, 100 E. 42nd St., N. Y. City. 








MANUFACTURER’S REPRESENTATIVE 
DESIRES A LINE for the New England terri- 
tory. Trade covered—wholesale and retail hard- 
ware and paint, also chains. Contact every de- 
sirable account in the territory and have strong 
following. Prefer to handle one line only for a 
substantial, well-rated manufacturer, on a salary 
and expense basis only. Keferences and sales 
| record will satisfy your most exacting require- 
ments. Address Box E-131, care of Harpware 
Ace, 100 E. 42nd St., N. Y. City. 


PURCHASING AGENT—AGE 31, POSI- 
TION WANTED with future. Experienced in 
wholesale hardware, electrical and mechanical 
manufacturing, construction and motor rewind- 
ing. Some traffic and cost. Private school 
graduate—attended business college. Familiar 
with electrical, radio, automotive, sporting goods, 
cutlery, mill supplies, tinware, enamelware and 
builders’ hardware. 10 years’ experience. Address 
Box E-104, care of Harpware Acez, 100 E. 42nd 
St., N. Y¥. City. 











YOUNG, ALERT, EXPERIENCED AND 
RELIABLE manufacturer’s representative is 
desirous of making a new connection. Now cov- 
ering and selling to the hardware and paint trade 
throughout New England, both wholesale and re- 
tail. Present work consists of contacting estab- 
lished outlets and developing new ones. Have 
doubled business of present connection in one 
year in the New England territory. If you are 
interested in obtaining the finest possible repre- 
sentation in this territory, and have a sound propo- 
sition to offer, please write to—Box E-130, care 
| of Harpwarr Acre, 100 E. 42nd St., N. Y. City. 











SALESMAN WELL ACQUAINTED WITH 
JOBBERS, wholesalers and major dealers in 
hardware and plumbing supply trades in Metro- 
politan New York and Northern New Jersey 





would like to represent manufacturer on com- 
mission basis. Address Box E-88, care of 
Harpware Ace, 100 E. 42nd St., N. Y. City. 
SALESMAN, EXPERIENCED, DESIRES 
TO REPRESENT Manufacturer or Jobber of 
General hardware or Agricultural hardware. Not 
afraid of hard work. Best references. Employed 


at present in retail store. Would like to return 


to a Jobber or Manufacturer’s line. Address 
Box E-125, care of Harpware Ace, 190 E. 42nd 
aig. es Ee Coy. 





SALESMAN WITH MANY YEARS PAINT 
experience both as salesman and sales manager 
wants connection with reliable paint company as 
their representative in the State of Florida. Am 
now employed but for reason that I can explain 
want to move to Florida. Address Box E-124, 
care of Harpware Ace, 100 E. 42nd St., N. Y. 
City. 





YOUNG MAN, 36 YEARS OF AGE, mar- 
ried, honest, reliable, conscientious willing worker, 
15 years’ experience at wholesale and retail hard- 
ware, housefurnishings, electrical supplies and 
variety stores, desires a position with a reliable 
firm-—here or out of town. Address Box E-118, 
care of Harpware Ace, 100 E. 42nd St., N. Y. 
City. 





HARDWARE CLERK, 30 YEARS OF AGE, 


married, 12 years’ experience in all branches— 
hardware, electrical, plumbing, janitors’ and 
builders’ hardware. Have worked inside and out- 


side as mechanic, clerk, buyer and salesman. At 
present employed with small firm where advance- 
ment is limited; seek position with retail or 
wholesale company where there is an opportunity 
to assume responsibility and chance for advance- 
ment. Address Box E-116 care of Harpware 
Ace, 100 E. 42nd St., N. Y. City. 


[Sales Representatives Wanted | 


OPPORTUNITY TO EARN TRAVELING 
EXPENSES. Certain territories open starting 
September first on new lines of mirrors, metal 
cabinets, stepstools, large toys, bridge tables, lamps 
and other items carried by large hardware stores. 
Exclusive territory and no house accounts. Full 
commission on all business. When writing state 
exact territory you cover and class of trade. 
Commissions from these lines - leave your 
main line earnings as clear income. THE WA 
TER S. KRAUS COMPANY, ‘ WOODSIDE, 
NEW YORK. 




















Samples of Merchandise, Literature, Catalogs, etc., will not be forwarded unless accompanied by full 


postage for remailing. 
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(Sales Representokives Wanted | 











FOUR GOOD TERRITORIES OPEN 
A prominent manufacturer, with complete line of 
enameled cooking utensils, modern in style, color 
and finish has openings for four good salesmen to 


ROPE SALESMEN—MANILA ROPE—man- 
ufactured in Philippines where hemp grows. Long 
established trade necessary, 5% commission, side- 
line. Write fully giving references. Address 


CAPITAL TO INVEST — EXPERIENCED 
MAN WILL invest up to $20,000 with services in 
going business with good background. Address 
9 E-134 care of Harpware Ace, 100 E. 42nd 

_ F. Coy 


sell wholesale hardware and department store trade. Box E-122, care of Harpware Ace, 100 E. 42nd 
Commission basis and no objection to salesmen with St., N. Y. City. 
non-competing additional lines. Give references, 
Dresent connections and territory desired. All cor- 
respondence confidential. Available territories are 
1—Up-state New York, not including Metropolitan 
New York area. 2—Pennsylvania, southern New 
Jersey, Maryland, Delaware and District of Colum- 
bia. 3—Wisconsin, Minnesota, Dakotas. 4—Mis- 
souri, Kansas, Oklahoma, Arkansas, ete. These 
areas subject to adjustment and discussion. 
Address Box E-92, care of HARDWARE AGE 
100 E. 42nd St., N. Y. City. 








a meeceenerenite | § FOR EXPORT: WANTED CONTINUALLY 
SALES REPRESENTATIVES WANTED! SURPLUS or off- grade stocks of every descrip- 
TO SELL standard overhead garage door hard-| tion. Give full details in first letter. Address— 
ware set to builders’ hardware distributors and | Cascio Trading Company, 15 Park Row, New 
lumber dealers as stock item. Substantial repeat York, N. Y. 
business results. Several exclusive territories - - 
open, including Cleveland, Indianapolis, Min- 
neapolis, Omaha, Kansas City, Oklahoma, Nash- 
ville, Memphis, and New Orleans. Address Box 
E-114, care of Harpware Ace, 100 E, 42nd 





ase oa Oppovtunitiea | 


WANTED TO BUY: ESTABLISHED 
HARDWARE business in Iowa, Illinois, Wis- 
consin or Michigan. Prefer medium stock, in 
city of three thousand or larger. Include details 
in first letter. Would like possession about 


anne St. N.. 2. City, 
MANUFACTURER OF LOG-BURNING October 1st. Address Box E-117, care of Harp- 
ware Ace, 100 E. 42nd St., N. Y. City. 


» ogg for a has some territory along 

the Atlantic seaboard available to sales repre- | Accounts Wanted aed " 

—_ calling on the fireplace fixture trade. wane Po gen Pat — 
cellent ide line. Nothi tacular, - - 

° & ak Geek te eek cae ee $2,200. WORLD’S FAIR MODEL. ALSO 


but a good practical item that repeats. Address 
Chas. A. Lieber, 3868 Russell Blvd., St. Louis, SOME HARDWARE. WILL_ SACRIFICE 
































Mo. Eastern Sales Agency Offers FOR QUICK SALE. ADDRESS BOX E-129, 
Complete Merchandising Service CARE OF HARDWARE AGE, 100 E. 42ND 
combining selling activities with advertising and ST., N. Y. CITY. a al a 








MANUFACTURER OF 25¢ ITEM SOLD 
by retail hardware, furniture, drug stores wants 


— marketing counsel, on an economical basis. By 
il salesman now covering regular territory to handle 


limiting its lines and selecting them carefully, it 
provides a comprehensive planning and selling aid 
that goes beyond the usual functions of the sales 
agent. Write for prospectus. 


HARDWARE, PLUMBING, HEATING, 
AND SHEET METAL store and stock. Small 
town on the shore of Lake Michigan. Excellent 


as sideline. Easy to sell. Good commission. 
farm and summer resort trade. Stock inventory 


Steady repeat business. Two openings in Mid- 




















ar DWARE AGE ; 
—— west, one in East. State territory covered, lines — Py aS St. of HARD ITY $3,000 to $4,000. This is a good, going, money- 
ITH handled, references. Address—Terry Products making business. References of any kind can be 
. ip Company, Box 27, Atlanta, Ga. omen oan gear -——— | furnished. Owner must leave because of health. 
etro- ea eee vous Kar enpangtg FOR migred Address—E. J. Te Ronde, Cedar Grove, Wis. 
: j metropolitan area we olfer our we 0- 
prio OL D REL a CORPORATION OFFERS | cated office and our service on a commission basis WILL SACRIFICE WHOLESALE SPE- 
. of WONDERFUL opportunity to sideline or full | to small but reputable manufacturers. Address | CIALTY JOBBING business, established 1899, 
: time salesmen. Selling furniture, hardware, de- | Box E-128, care of HarpwareE Ace, 100 E. catering hardware and department store trade, 
‘ partment stores. Fast patented sellers. Small | 42nd St., N. Y. City. excellent opportunity for hardware man to enter 








_—— light sample case. Positively world’s finest. Call —— = 
RES on only best concerns. Best selling season now. ESTABLISHED, WELL-RATED SALES 
Address—Dustmaster Corporation, 529 Produce | ORGANIZATION calling upon wholesale and re- 

Not Exchange Bldg., Minneapolis, Minnesota. tail hardware stores, lumber yards and building 
material dealers in east central states is in 


wholesale field and expand to include full line, 
ideal also for hardware or woodenware wholesaler 
desirous of increasing volume. Territory Metro 
politan New York. Address Box E- + oe care of 
Harpware Ace, 100 E. 42nd St., N. Y. City. 












































_ 1 volume li M 
turn SALESMAN COVERING PENNSYLVANIA, position to handle additional volume lines. one A lle ME 5 OD ge 
ress WESTERN HALF, also state of West Virginia, | 2turers desiring representation in this 00 E. FOR SALE: MODERN HARDWARE AND 
42nd calli ill ly jobt We off ‘od erie Ber 5-22, ave of Hegowess Ase, | liance store located in North Central Okla- 
alling on mili supply jobbers. e offer a prod- | 42nd St., N. Y_ City. appliance ¢ 
uct of high quality, exclusive territory. State ee homa. Old established business having all desir- 
— how thoroughly you cover territory. Lines now MANUFACTURER HARDWARE, HOUSE| @ble agencies. Located in wealthiest and_ best 
INT selling. Give references. Address Box E-112, | pURNISHINGS, electric home appliances or | farming community in State. City of 3,500 
- care of Harpware Ace, 100 E. 42nd St., N. Y. : 1 Sais F : State School. Store doing good profitable busi- 
ager - ’ kindred line, financially responsible, who desires - I : 16.000 H th tatenete 
y as City. services of reliable and experienced salseman for | "¢SS-_ Invoices $16, * add ave Be “s 120 
Am ————— | Chicago territory. Now selling jobbing, depart- | Teduiring my ‘Acr, 100 1 E. 42nd SN. Y. Cit e 
lain SALESMEN WANTED TO CALL ON de- | ment tof, dain Store accounts. Straight commis- | Of Harpware Ace, 1 nd St . 
124, partment stores, jobbers, furniture stores, retail | S!0M- ress box 2-A, Care Of ELARDWARE + “a 
. hardware and variety stores, premium and chain | AGE, 1012 Otis Bldg., Chicago, Illinois. FOR “SALE STOCK oR BL SINESS = 
drug stores with our outstanding line of the new | —.—_.._._, ..... a a 3 sisting of hardware, housefurnishings, | wy 
7s patented Register Shields with Filters, American MANUFACTURER'S REPRESENTATIV E lery, garden tools, etc. Parking space in the rear. 
Beauty Window Ventilators with copper screens, MAINTAINING OFFICE IN Jacksonville, | Established over 50 years, center of business dis- 
mar- Utility Tables—Roaster and Typewriter Tables. | Florida and calling on wholesale and retail hard- | trict; no competitors near. Excellent opportunity 
ker, Exclusive Territory. Commission basis. State | ware and building supply dealers in Georgia and | for someone to start in business. Owner obliged 
ard. lines carried. Address Box E-127, care of Harp- | Florida, desires one additional account. Intelli- | to give up on account of health. Address Box 
and WARE AcE, 100 E. 42nd St., N. Y. City. | gent and aggressive representation assured. Ref- | E-115, care of Harpware Ace, 100 E. 42nd St., 
able 2 : ~ i “ “"""l erences upon request. Address Box E-119, care | N. Y. City. 
118, ——————————=_ | of Harpware Ace, 100 E. 42nd St., N. Y. City. STEEL IRS ne 
 ¥. SALES REPRESENTATIVES FOR A in FOR SALE: CLEAN, UP-TO- DATE stock 
SMALL progressive manufacturer of padlocks, LINES WANTED | BY REPRESENTATIVE of general hardware and house furnishings, tools, 
—- key blanks, night latches and builders’ hardware. | WHO knows the trade in South Eastern Trade, | electric afid plumbing supplies, stoves, washers, 
GE Territories now open include all Southern States | who is producing cn lines now carried. We] linoleum, paints, etc. This is a good, going and 
: including Texas, St. Louis, Ohio and Indiana; | need additional lines to hardware dealers, lumber | profitable business in a city of 18,000 population. 
oe Minneapolis and St. Paul, and New York State. | yards, department stores, building material deal- | Owner retiring. Fine location and large display 
yo State age, experience, territory covered, and | ers, and general stores. We are producing. We | windows—has been a hardware store for 40 years. 
At present firms you represent. Address Box E-123, | want a volume line, a good paying commission | Inventory about $16,000. Will lease or sell 
nce- care of Harpware Ace, 100 E. 42nd St., N. Y. | line. Address Box E-54, care of Harpware Ace, | building. No trades. Boller Bros. Hardware, 
or City. 100 E. 42nd St., N. Y. City. Corning, N. 
nity 
nce- 


Year after year HARDWARE AGE has led its field 
in the volume of classified as well as display adver- 
tising published. @ Its classified columns have proven 
a valuable aid in bringing together buyer and seller, 
Those who contact the 


= The Story of the 
A] “WANT AD” 


a employer and employee. 





~ A Business paper’s value as a vehicle for hardware trade most closely know, from observation 
oo “Want Ads” depends upon how widely and and experience, that HARDWARE AGE is most 
‘all thoroughly it is read in its field. Every widely and thoroughly read by live hardware men. 
de. classified advertiser in placing his adver- 
tL. tisement in HARDWARE AGE offers spon- 
.E P A 
taneous evidence of his conviction that this 
paper is mostly widely and thoroughly read HARDWARE AGE athe 
Go Aaa am 100 East 42nd St., New York City 
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beasily .. 


D. P. HARRIS HOW. & MFG. COMPANY, 


ROLLFAST BUILDING +» NEW YORK WN Y 


—\, 
. mate To tail 


INC. 





Highest 
quality jar rubber 
made. Biggest seller. 

Used by experts and home 

eanners for 20 years. Na- 
tionally advertised. Excel- 
Jent profit. Big repeats. 10¢ a 
doz. Two gross (24 cartons) in 
full color display container. 


GOOD LUCK 














erence for C & L. 


CLAYTON & LAMBERT 
MFG. CO., Detroit, Mich. 


CUSTOMERS CALL FOR 
THE BEST-KNOWN NAME 


It’s smart business to carry the Torch 
most people will ask for: C & L. And 
there's good reason for customer pref- 


For over 50 years, C & L has built 
Torches (1) sturdily for long years of 
(2) for competent performance, 
(3) at reasonable prices. ... Ask your 
jobber-salesman about C & L Torches. 





Genu'"° DOMES ° SILENCE 
SLIDE SILENTLY - SOFTLY - SMOOTHLY 


T SAVE FURNITURE 
NL & FLOORS-CREATE QUIET 


Domes 


Rubber Cush 


Jobber supp 


DOMES of SILENCE, Inc., 35 Pearl St., 


Ask your 


136 
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N.Y. C. 
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Rich Ladder & Mfg. Co., The.. 
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Richards-Wilcox Mfg. Co....... 49 
mimsen Os,,. Geter G. scccececes 90 
Rochester Sash Balance Co., Inc. 133 
Rogers Isinglass & Glue Co.... 117 


a, i = eae re _— 
Royal Electric Co., Inc. ...... — 
et Geen OO. 6 cccceecdees 
Russell, Burdsall & Ward Bolt 
2. 8 Pere ee 


Ryerson & Son, Inc., Jos. T.... 127 
~ 
Samson Cordage Works ...... 121 
Sand’s Level & Tool Co........ 123 
Sandvik Saw & Tool Corp...... 123 
Savage Arms Corp. ...... coocs 329 
Schalk Chemical Co. ........ _— 
Pn Th soccticcseeaws 97 
itt, Oe 2 rr 89 
Schollhorn Co., The Wm. ..... 112 
Sentinel Radio Corp. .......... 117 


Shanrleigh Hardware Co. ...... _ 
Sheffield Bronze Powder & Sten- 

Ce . cccasncscccsccsredes 110 
Sere SUNG GR. cn ccc sewses 91 
Shelby Spring Hinge Co. ...... 
Sherman Mfg. Co., H. B 
SE Gk wwsocbueto6becwsaene —~ 
Silver Lake Co. ..... ae 
Simplex Mfg. Co. ose 
GRINGW, THO. coc csesccccoseses — 
Buttle Ce., J. Tn cccccccevscece —_— 
Smith, Inc., Landon P. ...... 115 
Smith & Corona SEINE 

Ime., Ba GCG. acacsavcos seecee 
Soconv-Vacnum Oil Co. ......- — 
Soilcide Lah. Co. 
Sneedway Mfg. Co. 
Stamnit Corp. ......- ° 
Standard Fence Co. 
Stanley Tools .........+. 
Stanley Works, The 
Stearns & Co., F. OC. . 
Stevens Arms. OB. De ssccce _ 
Stewart Iron Works Co. * Inc., : 

THO ccccvocessessrcece . 
Superior Fastener Corp. .... 
Swing-0-Way Steel Prods. - 
Syncro Devices, Inc. .......+--- 128 








nr ag Silfen CO. ..cccccccees _ 

Tate Co., FE. H. 

Taylor “instrament Companies... 6-7 

ar ~taaed Coal, Iron & Railroad 

ater Cement Co. 

Thompson & Son Co., The Henry 
G. 


Townsend, B. W. ...eeeeeeees _ 
Frieon Fuse Mfg. Co. ......+++- 123 
Tripleware ........--see8 evcce 7 
Trivlex Screw Co., 
Trn Test Marketing = “Merchan- 

Mining Corp. .....cccccccccee - 
Tubular Rivet & Stud Co. ore 117 
Turner. Day & Woolworth Han- 

GBP GR os cce cde cccawsnne cies - 


Union Fork & Hoe Co., The.... — 
Tinton Hardware Co. .....266+- 93 
U. 8. Stee? Corp. ..cccce Coocee 11 
Tinited Rtove Co. ...cccccsces _ 
Utiea Dron Forge & ‘Tool Corp. — 
Dee GMS. GO von ccsse ce —_ 


Vaughan & Bushnell Mfg. Co... 112 
Vanghan Novelty Mfe¢. Co., Inc. — 
Vent-A-Hood Co., The ........ _ 
Vita-Var Corp. ..cccccccsscces — 
Vichek Tool Co.. 


Westnet WP. OR. kc6.c ccicsscsase 
Wall Rone Works ..........++- 
Warpat, Fred W. .....-cccceces 
Warner Mfg. CO. .....ccccccces 
Warren Telechron Co. ........ 
Warren Tool Corp. 
Warwood Tool Co. 
Washburn Co., The .....++.+--+ 
Teen VERE GR cc ccscvwsecs 
WeeteleR cc ccccccccccccccsces 
Western Cartridge Co. ........ 
Western Cataphete Corp. ...... 126 
Western Wire Prods. Co. ...... 128 
eT are ee 23 
— Electric & Mfg. 
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Ww hitine rT. Ok) See 119 
Wickwire Brothers. Inc. ....... _- 
Wickwire Srencer Steel Co...... _— 
Winchester Repeating Arms Co. oa 
Woodruff & Sons, Inc., F. H.... — 
Wooster Brash C0. oo. cccccecs — 
Wright Steel & Wire Co., G. F. 110 


Y 


Yale & Towne Mfg. Co., The. 3 
Youngstown Pressed Steel Div. 114 








Mouldek RUBBER GOODS & Specialte 














PLAIN AND MUSHROOM BUMPERS 
RUBBER HEAD NAILS @ TOILET SEAT BUMPERS 
CHAIR TIPS @ CRUTCH TIPS @ SUCTION RUBBERS 
SEND FOR CATALOG OF COMPLETE LING 


YVE-E 3-2 








With 53 years of mantle manufactur- 
ing experience as your assurance of 
quality, we present a new product 


KEROSENE MANTLES 


for all models of Aladdin Kerosene Lamps to retail at a lower 


price 30¢ 
Dealer's price—$2.40 per dozen in lots of 3 dozen (2 dozen new 
style and | dozen old style). 
If your jobber doesn't have them, order from us direct giving your 
jobber's name. 
by Welsbach Division of 


LINDSAY LIGHT & CHEMICAL COMPANY 


West Chicago, Illinois 














FREE 
M 



























Whenever your 
door opens someone 
enters who needs both 


MOORE 


PUSH-PINS & PUSHLESS HANGERS 


Every customer has something to 
hang, pin 4 tack o Each is a 
rospective buyer of one or more 

ONLY veckate, and needs only to be re- 
HANGER Sladed There's no better remind- 
WITH A er than the handsome, revolving 
TWIST display cabinet which your 

jobber will supply FREE with 

your order for 72 assorted 
packets. Write him today. 


MOORE PUSH-PIN CO. 
113 Berkley Street 
Phila., Pa. 









Advertised 
Nationally 
to Millions 





GENUINE MAYES 


- 
_———t ~ 


. a 


World’s Largest Level Plant of its kind 


Best by Test Since 1896 


MAYES BROS TOOL MFG. CO Port Austin, Mich 











[GLK JOINT Stove Pipe 


! (Pat. Nos. 2,201,409 — 2,038,389 


now in TLCOR, Blue 


, ...a@ new finish that your customers “’go for’ 
% 





Now you can feature LockJoint in a true Super Blue finish 
that helps make selling quicker, easier. And, of course, 
you still enjoy the extra sales appeal of exclusive Milcor 
construction that assures your customers of quick, sturdy 
assembly . . . and a snug fit that eliminates the danger 
and unpleasant odor of leakage. Take on a stove pipe 
with features that help speed up your sales and profits 
... assure you of more satisfied customers. Sell LockJoint. 
Available in all standard sizes. Order your stock today! 


ae ITEL 99 


Stove Pipe 


Easily and quickly assembled. 
Just hook edges together and 
close seam with mallet. Can 
be cut at any point without 
injuring locking device. 








Other MILCOR, Items 
Profitable to You! 





Non-Slip End 

Lock. Prevents 

up-and-down 

movement of 
lock. Prongs on lock- 
ing tongue fit con- 
cealed slot. 


Locking Device. 
Locks easily by 
hand. Insert notched 


edge into opposite 
groove, forming tight seam. 
Can't pull apart. 















MiLcoR. 
Portable Bake Oven 


Handsomely styled to attract your 
customers . . . priced to sell in 
volume. Plenty of strong features 
to help you close sales. Order 
from your jobber. 














Short Fade-Away Crimp. 
Edge turned in slightly 
for easy fitting. Crimp 
fades away rapidly, giving 
wide, smooth surface before the 
bead which assures tight assembly. 





Ro ae MiicoR. Coal Hod 
MrrcoR. STEEL COMPANY [ier oer 


Ee ee bail ears securely riveted to body. 
wa eee ot ee eo Double strength concave bottom. 

5. M @ Rock. A Co acne Square mouth for easy pouring. 

Washington, | Black japanned, or galvanized. 
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ALL FOR ONE AND ONE FOR ALL 


MANYEACIURER 





As manufacturers of Viko and Comet aluminum ware, we 
are conscious of our obligations to produce salable mer- 
chandise that holds profit opportunity for both the jobber 
and retailer and that will render unquestionably satis- 
factory service to the retailer’s customers. 

We know, too, how eagerly the jobber renders business- 
building service to his retailers and how carefully he selects 
merchandise. We are especially aware of the important 
function the jobber’s salesman performs in merchandising to 
the retail trade the product and service of the manufacturer 
and jobber. We depend on him. The jobber depends upon 
him. Hardware retailers, too, can depend upon the jobber’s 
salesman and utilize his experience and training in building 
volume and profit. 


Aluminum Goods Mfg. Co., Manitowoc, Wisconsin 





A SALES OPPORTUNITY 
Be sure to ask about the VIKO “Blue Ribbon” 
Specials and the COMET “ Red Ribbon” Specials. 














Ask Your Jobber’s Salesman...HE KNOWS! 
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My part in this program is to win the 
hearts of your neighbors and turn 
heir attention to YOUR STORE. 





Westinghouse = <44<<xe« 


ELECTRIC HOME APPLIANCES 
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